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LINE UP YOUR TOWN—THEN 
| SELL MORE PAINT 
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Where Paint Pays a Profit—Plus 









How a Live Chicago Hardware Dealer Turns a Ten Thousand Dollar 
Paint Stock Three Times Every Year 

















“Good quality, cheerful service, 
fair prices! 
success for Londelius & Sons, 
and it will do as much for any 
firm that adopts it and lives up to 
it. No wonder Brennan declares 
a crowbar would be necessary to pry his paint 
trade away from that store.’’—L. S. Soule. 





That motto spells 

















By L. S. SOULE 


partment of a Pullman car, en route from 

St. Louis to Chicago, and as we puffed our 
cigars each of us felt called upon to express our 
private views on current events. In turn we han- 
dled the war, adjusted finances, regulated prices 
and conserved the nation’s food supply. 

Finally we ran out of political questions and the 
conversation veered to business and the individual 
problems that each of us faced in our daily work. 
Brennan was a husky Irish contractor and builder, 
who had amassed a comfortable fortune from the 
erection of homes sold on the installment plan. 
Jenkins was a duly accredited representative for a 
’ big St. Louis hardware jobbing house, and “Yours 
Truly” was holding down an editorial position on 
HARDWARE AGE. When Smith and Brennan piped up 


'T perin were three of us in the smoking com- 


on business, it was up to me to sit tight and use, 


my ears, because the storing up of other folks’ 
knowledge to be retailed later at a profit is about 
the best little thing an editor does in this day and 
age. 


A Trade Hunch from a Contractor 


T first the conversation was tame. Smith re- 

ported his sales as on the up grade, while Bren- 
nan kicked because a slump in building operations 
had forced him to lay off on the home-building 
game and drop back to repair work, with an occa- 
sional opportunity to tack an addition on an indus- 
trial plant or put up a new factory building. 

I was just about to flag the porter and put him 
at work on berth ten when a remark from Brennan 
drove all thoughts of sleep from my mind. “Smith,” 
he said, “ do you know that a lot of your hardware 
dealers are losing business because they don’t carry 
a complete line of paint?” 

“How do you make that out?” inquired the sales- 
man. 

“Well,” remarked the contractor, “it looks that 
way to me, because I have had to drop my account 
with three good hardware stores in the past two 
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years for that very reason. This is how it works 
out. When I build a bunch of those small houses 
to resell I make it a point to see that all the hard- 
ware supplies come as far as possible from one 
place. It simplifies ordering and makes it easier 
for me to check the bills. I sublet the painting, but 
I specify the kind of paint that must be used, and 
line the painters up to get their supplies from thé 
same place. You see, when I sell one of those 
houses it is up to me to furnish a clear title, and I 
don’t want any stray bills dropping in after I have 
figured my profit on the deal. 

“The first dealer I tied up with was out in my 
own neighborhood. He was a good, square sort of 
a fellow, but I just couldn’t get that guy to stock 
enough paint to guarantee the finishing of any one 
job. I stuck to him for six months, then I shifted 
to another likely-looking store in the same locality. 
No use. The dealer had a fair stock, but he simply 
could not be depended upon to deliver the goods at 
the specified time, and he was always running short 
of some item that I particularly needed. I switched 
again, with no better luck. 

“This time I struck a dealer who was long on 
promises but short on actual returns. He carried 
a sample of every kind of paint manufactured, but 
he never had enough of any one kind to paint a 
garage. He would agree to have it on hand in three 
days, but would deliver it in three weeks. I was 
just about ready to turn the paint end of my busi- 
ness over to an exclusive paint store, when one of 
the brush artists put me wise to a real hardware 
firm on the South side, and I beat it over there. 

“Say—that is some store, and it carries some line 
of paint. In less than an hour I had tied up with 
them for good, and you couldn’t pry me loose with 
a crowbar. They carry a dandy line of straight 
hardware, their accounts are well handled, and, 
believe me, the painters have no kick coming on 
either stock, service or quality. I don’t stand for 
a kick on price. I get mine and I expect the other 
fellow to get his. If he isn’t square, I drop him 
and that’s all there is to it.” 
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$30,000 worth of paints and varnishes speed through this hustling Chicago hardware store every year 





Brennan yawned and started to leave his chair, 
but I nailed him. 

“Friend,” I said, “would you mind giving me 
the address of the firm you mentioned? It might 
prove a tip for a story.” 

“Sure thing,” he answered cordially. “It’s Lon- 
delius & Sons, 847 West Sixty-third Street, Chi- 
cago, and if you only tell those other hardware 
fellows what I have told you it will give you a story 
that ought to make them sit up and take notice. 
Good night, boys.” 

I hope I get a chance some day to tell him how 
well the store lived up to his hunch. 


Where Paint Is a Real Hardware Item 


| JOTTED down the address, and a few days later 

dropped in at the store he had boosted. It was 
in a thickly settled district where good stores are 
the rule rather than the exception, yet somehow 
this store stood out as something more substantial 
than the general run. It was just after the first 
of the year, at a time when business is supposed to 
curl up in a corner and doze, but there was no 
snoring in evidence. 

From the boss to the delivery boy everyone 
seemed to be on the jump. Even the bookkeeper, 
who, by the way, is one of the Londelius sons, had 
closed his office and was turning out hardware like 
a regular. H. M. Londelius, another son and the 
buyer for the firm, was busy with a paint customer 
when I walked in, and I saw a dozen cans piled up 
for delivery as the customer left the store. Both 
of the boys are of that clean-cut, cheerful type, and 
even the announcement that I was a trade paper 
editor failed to phaze their courtesy. 

It was easy to see why Brennan was strong for 
the store, even before my eye took in that big, well 
arranged paint stock. The shelving of one entire 
side of the store, and it is a good-sized room at 
that, was filled with cans of paint. There was paint 
enough in sight to convince the most skeptical 
painter that Londelius & Sons could fill any reason- 


{ 
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able order, and in addition there was a reserve 
stock .on the second floor that is just as carefully 
watched and just as neatly arranged as that on the 
shelving. There is also a carefully selected line of 
brushes, a complete stock of dry colors, and a plen- 
tiful supply of oils, turpentine and dryers. It 
looked good to me, and I began to skirmish for 
facts. 


Three Reasons for Success 


y= there was a slight lull in the sales | en- 
veigled that energetic young buyer into a cor- 
ner and started a quiz on the paint situation. Nat- 
urally I was prepared to hear that paint was a pay- 
ing proposition in that store, but I was hardly pre- 
pared to-find it the biggest item in the place. The 
year 1917 could hardly be called a first-class paint 
year on account of the big falling off in building 
operations, and the city of Chicago was probably 
hit as hard by the slump as any other municipality. 
However, [ found that the Londelius stock of paints 
figured about $10,000 and a survey of the books 
revealed the fact that the firm had turned that 
$10,000 stock fully three times during the past 
year. 

But that isn’t all—they confidently expect to do 
as well or better during the coming year. After 
sizing up the stock, the sales force and the system, 
I am inclined to believe that they will make good, 
with time to spare. 

“How do you account for the building up and 
maintaining of such a wonderful paint business?” 
I inquired. 

“There are just three reasons,” the buyer replied: 
“Quality—Service—and Fair Prices. We pin our 
faith to one good, honest line of paints, and carry 
sufficient stock to fill any reasonable demand. We 
give careful service, courteous treatment and 
prompt delivery. We make a legitimate profit, but 
our prices are always reasonable. We make trading 
with us so easy and pleasant that the customer 
never wants to break away.” 
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Good quality, cheerful service, fair prices! That 
motto spells success for Londelius & Sons, and it 
will do as much for any firm that adopts it and 
lives up to it. No wonder Brennan declares a 
crowbar would be necessary to pry his trade away 
from that store. 


Simple Advertising Methods That Bring Results 


NATURALLY this enterprising Chicago firm 

does some advertising, yet their methods are 
somewhat different than the ordinary. In the first 
place, 90 per cent of their advertising is done in 
the show windows. These are always neatly 
trimmed, and the displays are regularly changed 
at short intervals. At least every two weeks one 
of the show windows carries a display of paints, or 
a trim which includes some portion of the paint 
line. They also do a small amount of program ad- 
vertising in the local theatre, and use a small 
amount of curtain space. A small advertisement is 
carried in the papers, but a big part of their out- 
side advertising is done through circulars, postals 
and form letters. They issue a color card for ex- 
terior paints, the outside cover of which reads: 
“LONDELIUS’ PAINT—Ready for Use. For In- 
side and Outside Painting. C. A. Londelius & Sons 
Co., Dealers in Hardware, Paints, Oils, Varnishes, 
Etc., 847 West 63d St., Chicago.” 

This color card is placed in packages to be deliv- 
ered, it is handed over the counter, and it is en- 
clesed with the monthly statements. On the inside 
of the cover is the following: “MIXED PAINT— 
Composed of Lead, Zinc, Linseed Oil and Silica— 
Properly applied according to directions it will give 
perfect satisfaction. This paint will cover more 
surface, look better and wear longer than strictly 
pure white lead and oil mixed by hand.” 

Below this is a table, which shows the home 
owner the correct method of determining thé 
amount of paint required to give a building two 
coats: 


AMOUNT REQUIRED—Add the num- 
ber of feet in width (front and rear) to 
the number of feet in length (both sides) ; 
multiply this by the average height; 
divide this by 300 (as one gallon of this 
paint covers 300 square feet two coats) 
will give the number of gallons required 
to paint a building. 


Front 20 feet. 
Rear 20 “ 
Side 40 “ 
“ec 40 “e 
120 
(Multiply) Height, 25 


EXAMPLE: 


feet 


300)3000(10 gallons in 
round num- 
bers, two 
coats. 


This is followed by concise directions for prepar- 
ing the surface to be painted, and for applying the 
paint. 

Londelius & Sons believe firmly in the policy of 
putting their efforts strongly behind one line of 
paints—in their case it is the Martin-Senour Com- 
pany’s Monarch brand—and much of the firm’s ad- 
vertising material for window displays, circulars, 
etc., is furnished by the paint manufacturer, with- 
out cost. Many paint and varnish makers supply 
good sales helps of this kind to help their dealers 
sell more of their products. 


Hardware Age 


Paint Orders Delivered in One Hour 


HEN a high-priced painter is on a job, the 

man who pays his wages does not care to have 
him sit around and wait for supplies. Londelius 
has taken that fact into consideration, and the fol- 
lowing card goes out regularly to all customers 
and prospective customers: 








IF ITS SPEED YOU 
WANT 


Call up Wentworth 246 and get 
your Hardware and Paints de- 
livered to your place of business 
within only one hour’s time 


Yours for 
Quality, Serviceand Low Prices 


LONDELIUS 


847 W. Sixty-Third Street, 
near Peoria 




















The firm lives up to that speed program relig- 
iously. When a paint order is taken, the customer 
is asked if the material is required immediately, 
and if so, it is delivered within an hour from the 
time the order is placed. Two delivery trucks are 
always in service, and if both are busy, some other 
method is employed to insure the prompt delivery. 
The promptness of deliveries has done much to- 
ward turning the paint business of.the contractor 
and painter to the Londelius store. 


Keep Strict Tab on New Building Operations 


(= of the big factors in building up this firm’s 
paint business has been the careful checking 
of all building information that comes to hand. 
Real estate transfers are carefully watched, and 
the new owners are bombarded with paint litera- 
ture. This firm has also learned that various ce- 
ment firms prepare lists of contemplated buildings, 
which are sent to the cement dealers. They make 
it a point to procure these lists, locate the con- 
tractors and put up a systematic campaign for the 
hardware and paint orders. 

They also see that all painters in their territory 
are supplied with free caps, aprons and yardsticks, 
bearing advertisements for Londelius’ Paints, and 
the best customers are always remembered at 
Christmas with free pocket knives and calendars. 

The Londelius boys know every contractor, 
builder and painter on the South Side by name, 
and they never forget to speak to them on the 
street, and to treat them as friends when they come 
into the store. 

Altogether, they are selling paint according to 4 
carefully planned and well-demonstrated system, 
and their business is showing a real paint profit. 

The next time you are in Chicago drop into 
the Londelius store. You will pick up some pointers 
that will increase your sales of both hardware and 
paint. 















S every Spring rolls blithsomely around, Father 
A Time and Mother Nature stage their somewhat 

fantastical serio-comic-melodrama. The plot 
itself is nothing new. Like “Belinda, the Beautiful 
Boiler-Maker,” or “The Fatal Wedding,” it has been 
presented a score of times—each with substantial in- 
creases in box office receipts. 

The peculiarity of the play does not consist in any 
pet idiosyncrasy of the temperamental ingénue nor 
some freak foible of the he-man hero. Rather the odd- 
ity of the whole affair lies in the fact that the time of 
curtain rising is quite uncertain. 

The program announces the period to be Spring. 
But it may be anywhere from early March to late May 
when the orient-tinted footlights suddenly blaze up and 
the jazz band commences to writhe and wriggle through 
the musical contortions of the latest raggy stuff. 

The title of this eccentric spectacle is “In the Good 
Old Painting Time.” And in this erudite little tale we 
are not going to concern ourselves about the niceties 
of the selling action, but the props, the scenery and the 
paraphernalia that go to make up the famous scene 
where the dashing hero lures the hard-earned simol- 
eons from out the pocket of the common people. 

For the stage setting is as vital as the acting; and 
as many a thrilling scene has been kiboshed at the dra- 
matic climax by the pasteboard battlement toppling 
over as it has by the francis-bushmanlike hero fum- 
bling his honeyed lines. 


The Stage Is Your Store 


HE stage is your store. The props are such things 

as counters, shelving, windows and other means of 
display, corresponding somewhat to wings, flys, back- 
drops and all those queer technical terms of the “talk- 
ies.” They must be shifted around, placed in strategic 
location and cleverly camoufaked early in the game— 
for as we have seen, the asbestos may rise at any mo- 
ment, and the peasants, happy villagers and other 
chorus folk prance gayly on to do their spring paint 
shopping. 

Consider, yourself the stage director. Before you, 
spread on the studio table, lies a floor-plan of the stage. 
Scenario in hand you study the probable location of 
your paint stock—for it is here most that the acting 
will center. 

“Leave it where it is,” or “Oh, stick it any old place” 
whispers the demon imp we all know as Dawdle. 

But you recall how the most successful producers 
blueprint their floor space, and with true Belasco-like 
inspiration, dope it out something like this: 

“Supposing,” you muse, “I divide my store into four 
equal sections, starting back from the front door— 
twenty-five feet to each division.” (We shall assume 
your store is a hundred feet deep.) “Out of every hun- 
dred shoppers, sixty go on further than the first twenty- 
five feet—they poke their timorous noses just inside the 
door, do their little stunt and depart. Of the remain- 
ing forty, twenty only reach the second division—and 
ten roam each as far as the remaining two divisions 
farthest back from the entrance. 

“Now,” you continue, “with this realization, the plan- 
ning of my merchandise location is simplified. Some 


An old automobile wheel, or 
wagon wheel, can be easily 
mounted to make an excellent 
display of colors to be had in 
auto paints, varnish stains or 
any other paints or finishes 
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By FREDERICK C. KUHN 


Here is a small paint department fixture that can be 

moved right up front in the store. It contains ample 

shelving for a complete small paint stock. Mr. Kuhn 
tells exactly how to build it in this article 
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goods must command first place, of course. But the 
logical location for paints and varnishes and any other 
pre-eminently seasonable stuff is, during the season, 
’way up front where everyone will spot them.” 

“But you can’t move all your stock up front old top,” 
protests Dawdle, the procrastinating imp. 


Moving Paint Up Front 


bie scratch your head thoughtfully. “Alla right 
then. I’ll leave the heavy goods in back; but 
what’s to prevent my putting gold paint and stains and 
the little junk near the footlights? Some goods,” you 
remember reading in a book, “aye sold by suggestion, 
and when the sunbonnetted Sues and pantelletted Paul- 
ines stroll in to buy a bottle of fish-glue or a package 
of tin-tax they will think of the kitchen chair that dog 
Fido’s been sharpening his wisdom teeth on or the or- 
namental frame containing ‘God Bless Our Home’ that 
needs a new coat of bronze.” 

And presently you thumb over the worn pages of 
your HARDWARE AGE and come to this gem of wisdom: 


What the salesman does consciously in awakening 
dormant desires or creating wants which previously 
never existed, the placing of merchandise according to 
certain little known principles, accomplishes in a more 
subtle manner. Fixtures sell goods none the less than 
the most highly trained sales person. The location of 
departments vitally influences volume. Every product 
has a running mate begging to be introduced. 

Certain classes of merchandise logically group them- 
selves together—paints and brushes, flower seeds and 
garden tools, cameras and camping outfits, hand soaps, 
brass polishes and motor accessories. 

“Fine hunch,” you chortle, chucking friend Dawdle 
into the discard. 

“Here Hank,” you call to your stage carpenter (who 
may be delivery boy or driver or any saw-and-hatchet 
artist), “get some two by fours and rig up a little 
pyramid rack where we can stick a few quarts and 
pints of little stuff—and don’t forget the furniture 
polish, and the brushes and the’sponges and sich-like.” 

Then spurred by the spirit of the game, you set out 
to camoufake the backdrop—to brighten up your sag- 
ging shelves and incidently cut out some of the waste 
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spaces and empty nooks, which try as you might no 
self-respecting cans would fit. In a moment of reckiess 
abandon you tear down the battle-scarred partitions, 
building anew, albeit with the same lumber, shelving 
better planned to accommodate your stock with such 
things as convenience of handling, proper distribution 
of weight, and appearance of display taken into con- 
sideration. 


A Movable Paint Department. 


AREFULLY following the diagram in your same 
favorite publication you read aloud directions 
which happily are included: 


We start out with a 2” base—that is, a 2 x 4 is laid 
under each of the uprights. We then place our floor 
plan on the 2 x 4’s leaving the first portion of the 
shelving to project % inch beyond the facing that we 
put on the 2 x 4’s. In this way we lift our bins off the 
floor, which gives a much better chance for cleaning out 
the lower section. Thus, in sweeping out the store the 
bins do not get dusty or labels soiled. 

These shelves are deep and accommodate considera- 
ble stock. You should always aim that they present an 
unbroken front of cans. As soon as one container is 
sold from the shelves, others should be moved up from 
behind so the space is occupied. New shipments of 
goods should always be placed behind the old, so no 
stock is permitted to accumulate for any length of time. 
Colors that one year are popular are not always in 
demand the next. Besides, when some materials are 
kept on hand for a period of years, chemical action 
takes place. 

The sketch allows for two bins, 23” deep and 16” 
high to a ledge. Above this the other bins are only 
144%” deep, making a ledge 7%" wide—a convenient 
place on which packages can temporarily be placed. 
The house paint bins at the bottom will take care of 
three cans deep and two cans high. This allows eight- 
een cans to the bin. 
be left on all sides. 

After the gallons of house paint we come to the 
half-gallon section, followed by a section of quarts of 
house paint or shelf goods. Next comes a section for 
half-pints, pints and bottles. Above these come the 
quarts and half gallons of varnish, and then at top the 
gallons of varnish. Minor alterations may be needed 
to take care of the shelf goods, but the general plan 
of things is quite well suited for the average paint 
stock. 

For indicating the colors contained in the various 
bins, there are a number of different systems you can 
follow. You may have a wooden panel painted with 
the actual color and hung on a hook. Or paste a 
color chip taken from the sample card. Another plan 
is to use metal slots similar to those on filing cabinets. 


If space permits, 4%” leeway might 


A triple table stand that will help display paints and 
varnishes in the front of the store 


Hardware Age 


The name of the product and latest selling price may 
be neatly typewritten on the card. 


“Fine dope,” you tersely comment after the shelving 
has been constructed—and it didn’t take long at that— 
“now let’s paint it a dead black so the color-effects of 
the labels will be emphasized and the rows upon rows 
of cans stick out like a barn ablaze.” 


But no modern theatrical effect is complete with a 
mere backdrop and a couple of dofunnies up-stage. So 
despite the fact that Dawdle sticks his impish mug 
from out your waste-paper basket and mopishly mum- 
bles “Aw quit it now. Time to knock off,” you con- 
tinue your adventures in camoufaking. 

Toward the front of the store, for long years past 
their had somnolently reposed a flat-topped table— 
hardly ornamental, but a convenient spot on which 
rest one’s packages. Snooping next door to Styleplus 
the Millinery Blacksmith, you swap a tack-hammer 
for a couple of yards of goods—organdie, or peach 
melba or whatever they call it—in design a checker- 
board of petunia pink and saffron yellow. Using it as 
a background, you cunningly arrange your sample 
cards on top, and then over the whole giddy affair 
spread a sheet of plate glass. 

“Conservation,” you chuckle. ‘Maybe I won’t have 
every-blooming-body coming in to swipe a color card 
to give to the kids, and when my clerks are all busy 
madam can one-step to the color-chart and pick out 
her favorite tint without feeling lonesome. Moresome- 
ever, it adds a touch of frou-frou to a dismal corner 
and should help me get in good with the feminfolks.” 


Demonstrate the Goods 


ONTINUING your explorations, you dig up a cou- 

ple of kicked-up wicker chairs. These are nature- 
faked with a soft-toned enamel and with a near-oriental 
rug on the floor and a couple of dull-blue flower pots 
filled with geraniums, a display corner is complete. 
The next suggestion is to make a few panels or resur- 
rect some old ones from behind the packing boxes and 
with the aid of a sample-bottle of polish make them 
a thing of beauty. 

And so one thing leads to another. A small silo, 
made from a one-gallon jacket can and topped with a 
circle of roofing, is painted with red barn paint. A 
section of stove pipe is dolled up with stove enamel. 
A bust of Lincoln is bronzed with a coat of silverine. 
A few panels of wall-board are fittingly decorated with 
some popular flat tints—old ivory and sage green and 
golden tan and rose-bud pink. Expense? Hardly a 
thing, for they are mere odds and ends which have 
been loafing around all Winter. 

And then you turn your attention to the windows. 
“Funny,” you mutter. “I never thought of it before. 
Here all these years I’ve been trying to fuss up my 
gorgeous displays and never realized what the real 
trouble was. Fancy me, the stage manager of my 
store, planning a banquet scene without the tables 
and chairs. I’ve got the plates and champagne glasses 
and cutlery—but no props.” 

“Fixtures sell goods none the less than the most 
highly trained sales person,’ you re-read, and then 
busy yourself with the artful aid of Hank, to construct 
a dozen little pyramids, and plateaus and background 
effects for your windows—on which any old assortment 
can be chucked in a jiffy to form a display far better 
than those laboriously-made geometrical patterns of 
saws and hatchets and chisels, which really didn’t mean 
a darn thing to the average man. 

“Guess that’ll change the spelling of passers-by to 
passers-buy you epigrammatically comment, when with 
the willing assistance of a couple of rolls of crepe 
paper and your new-fangled fixtures you quickly trim 
the stunningest window on Main Street. 

The effect is electric. But it is marred somewhat by 
the faded drab of the store front. It is altogether out 
of harmony with the transformations that have taken 
place within—but in perfect keeping with the other 
gloomy store fronts along the boulevard. “Just my 
chance,” you cry, “I’ve been asleep at the switch all 
this time. But now I’ll make up for my forty winks by 
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giving this gay little burg the biggest sensation it has 
enjoyed for many months.” 

Borrowing a pet hunch from the gent, what paints 
the pictures of the fatted lady and the gilded calf out- 
side Flotsam and Jetson’s seven-ringed circus—that 
the imagination of the average man is a creature of 
hibernating instinct and must be aroused from its men- 
tal lethargy by some frisky jab—you pry open the lid 


Paint various colored stripes 
around old cans to help iden- 
tify them when returned for 
credit, and to distinguish he- 
tween boiled or raw oil, ete. 








of a ¢an of paint labelled Bright Orange and proceed 
to slap it on, while a little crowd of pop-eyed natives 
gather round and then go home to gossip about it to 
their neighbor. 

Funny isn’t it what lessons one can learn from fresco? 
Under the bright lights of the calcium, of course, every- 
thing is invested with a gossamer touch of unreality. 
But the same principles of order and arrangement and 
the placing of the props apply whether one is running 
a hardware emporium or the opery house at Nubbin’s 
Corners. And while perhaps in this sweet little nar- 
rative, the simile may have been somewhat overdrawn 
and the rouge and eye-brow pencil laid on rather 


Use Those Display Helps (#49 


Sales Boosting Material Like That Shown Below 
Is Supplied by Many Paint Manufacturers 









An easily constructed easel for displaying combina- 
tions of wall finishes in connection with baseboard and 
molding trim 























thickly, nevertheless if you sort out the camoufake 
from the underlying plot, you may—who knows?—find 
a few wrinkles and an occasional hunch which will 
bring the tarnished stream of pluribus unums quicker 
and with increasing volume to your capacious cash- 
register. 







SELL 
MorE 
PAINT 





This paint display by the Graves-Humphreys Hardware Co., Roanoke, Va., is made bright and attractive by 
manufacturers’ sales helps , 
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Sell More Paint—It’s Town Tonic 


Oh, Yes, How’s Your 

Store Front? Why 

Not Start Painting 
Up at Home? 





By Roy F. SOULE 


LIKE the man who looks the part he plays. A 
| poorly dressed man in commercial life gives 

the prompt impression of being a rusty cog 
in a business that is run down at the heels. The 
man with sparsely settled, neglected whiskers re- 
minds one of poor “white trash.”” He who neglects 
to brush his clothes and polish his shoes usually 
dodges detail, and stray ends will drag the life out 
of any business fiber if they are left continually to 
flap against the mudguards of time. 

A man’s appearance is the show window of his 
life. It needs washing, it needs change, it needs 
background, it needs show cards and advertising. 
And yet a beautiful show window is but a joke 
unless it be backed up by neatness, a good stock 
and a thorough service in the store of which it is 
the front. 

Did you ever know an immaculate man who sat 
daily in a dingy office at a desk deeply buried in 
dust and cursed with accumulated litter? Such a 
man is a dishonest advertisement. Pitifully so he- 
cause he knows better 

He is a misfit merchandiser. 
white man who adopted a nigger baby. 
color blind, but his taste was lop-sided. 

Now let’s take the last hurdle in distribution and 
enter the haunts of the ultimate consumer. We 
are seeking paint information and we approach 
prospects strange and contradicting. The biggest 
man in town lives in the most weather-beaten house. 


Reminds me of the 
He wasn’t 


“Said I had just passed Violet’s house” 
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The biggest man in town lives in the most 
weather-beaten house 


If his reputation was as sullied as his shack is 
shabby he would call the drayman and move his 
wordly possessions across the track. 


He Would Think Paint Promptly 


‘THe Judge is a gentleman, but you would never 
guess it to look at his home. If the front of the 
business building in which he rents his office looked 
half as badly he would move out, but his home— 
well he spends most of his time inside it. If he 
lived in the house across the street he would see 
how it looks to the other fellow. If another man 
owned his place and the Judge was a prospective 
renter he would think paint promptly. Strange, 
isn’t it, how houses for rent are usually better 
painted than the dwellings of home owners. This 
isn’t because the landlord is a better citizen with 
a bigger bundle of local pride than the fellow who 
pays taxes on his own property. It is because his 
rent rolls are greater and his income steadier when 
the paint brush is applied regularly. 

I fell in love at first sight once. She was a blonde 
with big, soulful eyes. She dressed beautifully, and 
was the sweetest looking thing at the bazaar where 
I met her. Then we met at a dancing party, and by 
intentional accident I began attending her church. 
My admiration multiplied faster than compound 
interest until I called on that girl in her home. | 
don’t need to strain myself to remember the day. 
It reminds me of the time I fell into the boiled oil 
vat in our paint cellar. 

I looked the house over and quickly concluded 
that I had the wrong number. I passed the shabby, 
rusty hinged gate and turned into the neat cottage 
next door. A wholesome looking girl, with a snub 
nose and freckles, said I had just passed Violet’s 
house, and I retraced my steps. Violet’s porch 
needed at least three gallons of paint. The pillars 
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were massive and reminded me of the masts of an 
old’ derelict schooner stranded down the bay some 
twenty years ago. 


No Paint in Sight 


T= push button was cracked. I knocked and my 
knuckles came in contact with bare wood. Vio- 
let, in radiant contrast to the surroundings, opened 
the door and ushered me into a living room that had 
once been painted white. Memory of the mop boards 
lingers. As we talked books I thought paint. Her 
kid brother mentioned Tom Sawyer, and I thought 
of the fence he whitewashed. Say, that call was a 
short one. I got away in thirty minutes and dodged 
Violet for the next thirty days. She was a good- 
hearted little kid, but her knowledge of paint was 
limited to French brands from the beauty corner 
of the local drug store. 

Then there’s the farmer. The one with ample 
acres and a big red barn advertising his property. 
Take a look at his house. It looks like a dugout on 
the Hindenburg line. He needs a new conception 
of paint, house paint, and if you can make him see 
it he will buy right off the reel. 

Men are like sheep. Few of them are gifted with 
initiative. Pick out the bellwether and camp on 
his trail. If his house needs painting go after him 
with facts and figures. You know there is nothing 
that will kill a paint sale quicker and deader than 
to put the transaction up to a dub. We don’t try 
to sell builders’ hardware that way. We know that 
a blue print in the hands of a cub clerk is like 
hand-painted china on a washboard. It isn’t done 
that way. 

We insist on our crack stove man handling range 
customers, and our cream separator artist handling 
the farmer with a herd of milch cows, but we are 
over-inclined to let any old man or any cub clerk 
toddle right up to the paint prospect and mix up 
the colors. Now you don’t have to wear your hair 
like an artist to know how many square feet of 
space a gallon of paint will cover. You don’t have 
to know the old masters to know when to advise a 
priming coat. You don’t need a diploma to keep 
from selling house paint for the floors. You don’t 
require a membership card in the Painters’ Union 
to avoid selling furniture varnish for carriage use. 
All you need is common sense and the ability to 
apply yourself. The trouble with the average paint 
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“Made paint 
his hobby” 
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department in the average hardware store is that it 
is everybody’s job. The most successful fishing 
tackle salesman is the chap who handles a rod him- 
self. It’s his hobby. 


Made Paint His Hobby 


I KNOW a young hardware man who made paint 

his hobby. He studied paint. Learned how it 
was mixed and why it was mixed that way. He 
learned what brushes to use and how to use them 
with economy. He studied colors, and it wasn’t a 
big job. He simply took color cards showing certairi 
color combinations and committed the numbers and 
colors to memory. Say, when that chap went up 
against a prospect he affected the consumer as the 
traveling man who never refers to his price book 
does you. He gave the impression of knowing his 
business, and he built up a business from initial 
stock of $300 to one that is selling three carloads of 
paint every year. When the paint salesman comes 
around that boy sticks to him like a leech on a fat 
man’s back, and he sucks selling information until 
he gets what he wants. 

The average painter knocks ready-mixed paints. 
He profits by it. Good ready-mixed paints are pre- 
pared by experts beside whom the local painter is 
small fry. The repeat orders of the big paint 
houses depend on quality. The big cost of a paint- 
er’s job is labor. The hours he spends mixing some- 
times include mixing liquid ingredients other than 
oil and turps. His elbow motion wasn’t all acquired 
handling a brush or hoisting ladders. He hates 
ready-mixed paints because their quality has put 
a quietus on his graft. The additional cost of 
ready-mixed paints cuts a labor cost and avoids 
inferior materials. 


Set the Pace in Paint Sales 


ET that good customer, that man of influence, 

and from his job spread out. Put the paint 
department up to one man and follow him up. See 
to it that he learns paints. That he knows what 
to advise people to use, and that he hustles for 
business. Waiting for paint customers to come into 
a store is like sitting on a safety valve and daring 
a boiler to blow you up when there is no fireman to 
shovel coal. You’re perfectly safe, but it will 
never get you anywhere. Every town is full of 
paint prospects. Walk up any block in your town 
and look at the things that need painting. The need 
would be appalling but for the fact that you have a 
good stock and are ready to supply the demand. 
Go after it. This isn’t going to be a great building 
year, but it will be a great paint year if we put 
pep into it. As a good citizen you owe it to your 
community to see that it looks good, for as people 
look they generally live. 

Paint, no priming coat job of ochre and oil, but 
a regular job that will be a credit to the owner and 
the man who sold it. 

Oh, yes. In parting, how’s the store front? If 
you sell paint begin at home. It ought to have a 
new coat every spring. Set the pace. The town 
will like you better for it. 








As a good citizen you owe it to 
your community to see that it 
looks good, for as people look 
they generally live 
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Put “Clean Up and Paint Up” 


Allen W. Clark 
and a few 
requests from 
Hardware 
men for 
co-operation 

in conducting 
local Cleam Up 
and Paint Up 
campaigns 




















By ALLEN W. CLARK, 
Chairman National Clean Up 
and Paint Up Campaign 
Bureau, St. Louis, Mo. 
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Originator of Great National Movement for Civic Uplift and In- 
creased Paint Profits Tells Hardware Dealers How 
to Cash in on It 


HE Clean Up and Paint Up Campaign is an 
ie established institution. For five years it has 

given paint manufacturers, jobbers and deal- 
ers, as well as master painters, an opportunity to 
work together for better homes and hometowns, and 
for better business. As a frank alliance of altru- 
ism and business it has been accepted alike by 
business men, the press, civic organizations and 
the public. And it sells paint, lots of it. Here’s 
a bit of proof: 


Proof of the Profit 


A. TIMMONS, Versailles, Il1l—“Campaign brought 
- big increase, at least 300 per cent.” 

Geo. A. Gray, Belton, Texas.—‘‘Campaign increased 
our sales 100 per cent. 

Hillerud & Co., Sauk Centre, Minn.—“Campaign in- 
creased our sales 100 per cent.” 

Macanelly Hardware Co., Huntsville, Ala.—The 
campaign last year made it our banner year in paints.” 

C. C. Isely Lumber Co., Simla, Colo.—“The campaign 
boosted our paint sales 25 per cent.” 

Willett’s Pharmacy, Scranton, Iowa.—‘Our 
paign increased paint sales 20 per cent.” 

D. Rixman Lumber Co., Coulterville, I1]—‘Campaign 
increased our sales 100 per cent.” 

S. Banks, Milton, Ky.—“Campaign increased my 

paint sales—and profits—50 per cent.” 

R. W. Long Lumber Co., Burns, Kan.—“Campaign in- 
creased our paint sales 200 per cent.” 

F. H. Gilchrest Lumber Co., Miller, Neb.—“‘Campaign 
increased our paint sales 200 per cent.” 

C. A. Crouse & Sons, Crouse, Colo.—“Thanks to the 
campaign, our paint sales increased 100 per cent.” 


cam- 


Geo. W. Edger & Son, Painters and Decorators, Cam- 
bridge, Md.—‘The campaign here increased our busi- 
ness 100 per cent.” 

E. P. Kidder, Harmony, Minn.—‘The campaign in- 
creased our business on paint 20 per cent and on var- 
nishes 100 per cent.” 

North Dayton (Ohio) Paint Store-—‘“The campaign 
increased our paint business 50 per cent last year— 
watch us this year.” 

Kenwell Drug Co., Council Grove, Kan.—“Thanks to 
our ‘Clean Up and Paint Up’ campaign we sold more 
paint last year than any year since we have been in 
business.” 

Saiter-Morgan Co., Vincennes, Ind.—‘ ‘Clean Up and 
Paint Up’ campaign brought greatest sales ever enjoyed 
by our retail department. We are pushing the work 
this year to bring even greater returns.” 

Hullet-Taft Co., Inc., Fulton, N. Y.—‘Our campaign 
last year probably increased our business 10°per cent. 
We could get little support from the rest of the trade 
last year but they have promised support this year.” 

Barns & Rankin, Tucumcari, N. M.—“We turned the 
direction of the campaign over to the women’s clubs. 
They took the ‘glory’ but the movement increased our 
business 25 per cent.” 

T. A. Miller Lumber Co., Miller, Mo.—“The doers 
went ahead with the campaign here—and my paint sales 
increased 25 per cent.” 

A. E. Pinney & Son, Ithaca, Mich.—“The majority of 
the leading public spirited men and women took an 
active interest in the movement. Our paint sales were 
increased 10 per cent.” 

John Kammerer, Inc., Gowanda, N. Y.—‘Preaching 
the ‘Clean Up and Paint Up’ gospel in our newspaper 
advertising during the local campaign helped to increase 
our paint sales 10 per cent.” 
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I. I. Hearing, Hammonton, N. J.—“‘The campaign 
certainly helped sell paint and painting. I had only 
two weeks to do the preparatory work but will go after 
it earlier and stronger this year.” 


Entire County Paints Up 


oo is one example cited by the Raleigh, N. C., 
News: “Last spring the Lee County Club, 
aroused by the paint dealers, waged a Clean Up 
and Paint Up campaign. From a small start the 
paint up spirit spread. Supplies of paint on hand 
were soon exhausted and new lots came. A dealer 
that sells paint reports that twice a week he had 
to go through his stock and order new paint sup- 
plies. Painting in Lee county has reached an epi- 
demic stage. The paint up spirit is rapidly spread- 
ing out over all the surrounding rural districts, and 
one farmer after another is painting his buildings. 
The change everywhere is so great that everybody 
is commenting on the improvement.” 


Be “That Man” 


OME man or woman, in nearly 7000 towns and 

cities started the ball rolling for a local Clean 
Up and Paint Up campaign last year. Some al- 
ready were civic leaders, some developed that lead- 
ership through their campaign activity, others 
merely started things and let others play the lead- 
ing role. Thousands of these “starters” have re- 
ported that the campaigns regenerated their towns. 
Some town campaigns have practically refurbished 
an entire county—the spirit is contagious. You 
can start one of these campaigns for homes and 
towns beautiful. You can do it immediately—to- 
day. How? 

Take your telephone in hand—phone a half-doz- 
en boosters. Talk it over and agree upon a meet- 
ing of live paint dealers and others. Impress upon 
each the fact that in this movement, as in every- 
thing else worth while, “there is nothing in it for 
us, unless we get into it ourselves.” 

At this meeting of live business men the whole 
local paint trade, or the representatives of every 
interest therein, should be present and participate 
in the organization of the local trade committee 
that will be the background or the mainspring of 
the campaign, or that at least will arrange for its 
successful launching into the harbor of public and 
press approval. This trade committee’s duties are 
threefold: 1. To send the National Bureau the re- 
port of organization; 2. To counsel with the news- 
papers, the city officials and others on the date and 
place and personnel of the citizens’ meeting for the 
organization of the general committee to conduct 
the campaign; 3. To look after the interests of the 
trade throughout the campaign, to handie the co- 
operative advertising, etc. 

cn after that meeting should come your citi- 
zens’ meeting. Your newspaper men, editors and 
business managers will be your best advisors and 
helpers in planning this meeting and its action. 
These newspaper men realize that the civic and 
news features of this work deserve liberal space 
and that though it profits dealers in paint and a 
dozen other lines of merchandise, it also enables 


A full-page newspaper heading 
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A hardware man’s ad to link up with the campaign 





Springtime 
Says: 


. . “Spruce up folks and 
Old Sol’s bright rays are mohegour pinenagioaniagan 


“showing up” every bitof as Iam making my world.” 
winter's dust and dirt and 
all the paint-needy places. 
Look over your place and see what needs cleaning, 
painting and fixing up. Then call at our store and 






See the Supplies we have for 
/ Cleaning, Painting, Repairing and Gardening 
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the publisher to sell his own merchandise first of 
all, and to all of these. Therefore paint men and 
newspaper men can talk to each other like brothers, 
and with each anxious to help the other to profit 
through co-operation. 

Talk together about the citizens’ meeting to 
launch the campaign; see that it gets proper ad- 
vance publicity; and make certain that each of the 
men and women most essential in such a communi- 
ty movement is there. Every force that can help 
and every influence that could hinder, if it is ig- 
nored, should be represented. Then 


1. This meeting, in opening, should select a chairman and 
a secretary, this chairman generally being chosen because 
of his knowledge of the movement, his ability to “state the 
object of the meeting,” and perhaps also because of his fit- 


ness and willingness to be made permanent chairman of the 
general campaign committee. 

2. The character and methods and national scope of the 
movement should be explained, and the immediate launching 
of a local campaign should be urged :—Because these cam- 
paigns reduce the fire loss and insurance costs, conserve and 
increase property values, make thrift gardens of vacant lots 
and back yards, remove unsafe buildings, swat the fly; make 
cleaner alleys, yards and homes; educate children in fire pre- 
vention and clean-up measures, plant trees; collect and util- 
ize “waste”; make more attractive and safer homes and 
places of business, and develop a community spirit that per- 
manently ensures a cleaner, safer, healthier and more beau- 
tiful city. 

3. Then adopt a motion to organize at once for a local 
Clean Up and Paint Up campaign. The planning should be- 
gin then although the date for a definite program of a week 
or more, to open the campaign, should be set ahead. 

4. Be sure to organize at this meeting. Select the perma- 
nent chairman and other officers and instruct the chairman 
to appoint the chairmen of all the various sub-committees 
within a day or two—these and the officers to constitute the 
general committee. These sub-committees may number a 
half-dozen or a score, according to the scope of the work un- 
dertaken. 

5. Appoint a committee to request the Mayor (or the 
Board of Health) to proclaim the opening week of the cam- 
paign. ‘i 

6. Adjourn, after fixing date for a get-to-work meeting a 
few days later, which all these chairmen and members of 
their committees should attend, to jointly plan their work. 

Work through committees. Get as many men and women 
as possible to work, each at some specific thing. Don’t make 
the mistake of heaping upon one willing and patient enthu- 
siast all the detail and responsibility of this work. If you 
do, he or she will be completely overwhelmed, while the rest 
of you will be thinking of a hundred things “the chairman 
ought to do.” 

Committees to do specific work, and chairmen who will 
think and work and inspire suggestions and zeal among the 
members of their committees, are essential. 


So much for the “plowing and sowing.” 

Now for the cultivating and harvesting, which 
go together. 
The machinery for this should be complete and 
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in good working order from the first—for business 
and profit crops begin to ripen as soon as the Clean 
Up and Paint Up spirit begins to permeate the air. 
By careful handling of the growing and the har- 
vesting alike, the campaign field can be kept in 
bearing for months—and then be in excellent con- 
dition for replanting for another harvest season. 
Two such seasons a year, with ample surplus har- 
vest to tide over and employ the interim from sea- 
son to season, are perfectly practicable. 


It’s Up to You 


HE volume of this profit harvest depends (1) 

upon your ability to reap and handle this busi- 
ness crop; (2) upon the extent of the local cam- 
paign field, and (3) upon the length and activities 
of the continuing period of cultivation and produc- 
tion, and (4) upon the teamwork of all the local 
paint men. 

If you advertise a Clean Up and Paint Up “week” 
do not expect any special interest after that week 
is finished, nor during that week for that matter. 
One of the worst and most unjust obstacles the 
National Bureau has had to meet has been the false 
impression in various quarters that it encourages 
or condones the old and odious “week” of clean up 
activities so redolent of the “annual bath’ and gen- 
erally confined to street and alley scavenging as 
the only thing that can be undertaken with any 
prospect of completion within six days. Plan for 
and thoroughly advertise the “opening week” of a 
continuous campaign, and make it continuous by 
continued campaign activities and advertising. 

It is here that trade co-operation counts—in the 
advertising that gives character and dignity to the 
paint man’s part in the campaign, and that permits 
the proper presentation of the whole gospel of 
good paint and good painting; also in securing the 
economies and the effectiveness of mass-play in the 
buying and placing of printed matter and other 
campaign supplies; and in the making of the city 
or district surveys of paint-needy property and 
getting the range upon each owner for the direct 
fire of the allied trade forces. 

The real spirit of co-operation, however, should 
inspire, rather than discourage, the individual ini- 
tiative of all who are doing their share in the asso- 
ciated efforts with their fellows. There should be 
friendly but earnest emulation in the efforts of 
each to secure by straightforward and businesslike 
enterprise his full share of the campaign harvest. ' 


Keep the Home Fires Burning 


T is a present, daily, patriotic duty to “Keep 

the Home Fires Burning’”—the fires of com- 
munity life and spirit and efficiency, and all the 
activities that will promote and maintain cheerful 





Hardware Age 


A dignified campaign ad for dealers 


Clean UP 


P&éint 
—Keep it Up! 


AINTING is ECONOMY THROUGH PRESERVATION. 

Too many people today consider Paint only from a 

decorative standpoint. While Paint is a great deco- 
rative medium—ITS FIRST PURPOSE, nevertheless, I$ 
PRESERVATION AND PROTECTION. 

Unless properly painted the wooden parts of a building soon 
absorb moisture and swell. The joints open and disintegration is 
rapid. The metal roof, gutters and railings soon rust and in s 
remarkably short time are past repair. Painting as a preservative 
against the elements is absolutely necessary. 

The large iron dome of the United States Capitol shows the 














rioration is probably progressing to greater or less extent on your 
property today. 

The soft sandstone exteriot of the White ‘House has been pre- 
served these many years with paint. It was found necessary, as the 


and the structure remains clean and attractive. 

There are many frame dwellings on the New England coast 
built over two hundred years ago now in a perfect state of preserva- 
tion, as a result of the occasional application of paint. 

It is just as necessary to have your property painted regularly 
as it is to pay for protection by fire insurance; in fact, more so, for 
the reason that money spent for fire insurance premiums represents 
an expenditure to protect against a POSSIBLE loss, whereas failure 
to make the expenditure for paint protection means failure 
to protect against CERTAIN loss. 

Professor H. H. King of the State Agricultural College of Kan- 
sas, in a letter written April 17, 1916, makes this statement: “The 
losses ensuing in this State through lack of paint are much greater 
than the losses sustained by fire.” 
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and pleasant and healthful surroundings in Ameri- 
can homes and communities, “till the boys come 
home.” . 

In urging and helping conservation and produc- 
tion, we should realize that there is patriotic need 
to conserve civic ideals as well as health and prop- 
erty; and to increase commercial and industrial 
as well as food production, that all may be enabled 
as well as urged to “save to win the war.” 

This present duty here at home certainly is too 
big for any mere “week.” The need is too immedi- 
ate for any delay. The work comprises too many 
phases of community effort for any single group 
or interest to assume its exclusive conduct. 

There is needed in every community an immedi- 
ate and continuous and thorough campaign that 
represents and enlists every interest and organiza- 
tion, every man, woman and child, in a crusade of 
cleanliness, thrift and civic pride. 

It is idle to argue whether such a campaign is 
possible. 

It is here. It exists, and thrives. 

To-day it is starting its sixth annual drive “over 
the top.” 

It is flying your banner, every paint dealer’s 
banner, the nationally popular “Clean Up and Paint 
Up” banner. 


Do not attempt to start a ‘‘Clean Up and Paint Up” 
Campaign without first writing to Mr. Clark for the 
free and invaluable assistance the National ‘‘Clean Up 
and Paint Up’’ Campaign Bureau has to offer you. 
Mr. Clark’s address is Security Bldg., St. Louis, Mo. 


A few clean up and paint up mailing cards 














“THE Scrub Brush and the Paint Cs 
are Enemues of Dut. They oot only decrsase 
dangers from unsanitary surroundings and mabe 
homes more livable and’ attractive but mcume 
property valuabon. 


Owr pains baowieage is yours More 
wolne te yon at ae higher price 




































Trebled Paint 
Business in 
Ten Years 


By F. W. CHILLINGWORTH, 


With George Ferguson & Co., 
Hardware Merchants, 
New Rochelle, N. Y. 


Paint Sales of New 
Rochelle Hardware 
Store Are Now 
$10,000 a Year 





F. W. Chillingworth 


HE accompanying picture of part of our 
T paint stock will possibly indicate to other 
hardware men the extent to which we go 
to get and hold the paint business of New 
Rochelle. Our paint department is very success- 
ful and profitable, and we find it a good, clean 
business. We think our success in increasing our 
sales from year to year is due to the fact that we 
handle strictly high-grade goods—pure paint, pure 
colors in oil, etc. Another important factor is 
that we try to confine most of our business to 
one paint manufacturer, consequently he adver- 
tises for us and furnishes us‘with a great deal of 
advertising material. 
Our purchases from this paint and varnish con- 
cern have increased from $3,800 in 1907 to $10,000 


in 1917. We try to give our customers very 
prompt service, and have two deliveries each day 
in all parts of New Rochelle, Larchmont and Pel- 
ham. Any complaints which we may have in re- 
gard to goods are investigated and adjusted to 
the entire satisfaction of our customers. - 

We are living in a prosperous part of the coun- 
try, and people take great pride in keeping their 
homes, both exterior and interior, in good shape. 
We, therefore, believe this to be one of the ban- 
ner paint cities of the country. Any hardware 
man can sell more paint if he will talk the econ- 
omy and advantages of frequent home painting. 

Well-known goods, prompt service and court- 
eous treatment are bound to increase the paint 
business of any hardware dealer. 


The big paint stock of George Ferguson & Co. now requires four complete rows of shelving stretching the 
entire length of the store. And this isn’t all 
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Hardware Age 
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Officers National Varnish Manufacturers’ Association 


1917-1918 






2d Vice-President Carl J. Schu- 
mann of Moller & Schumann 
Co., Brooklyn, N. Y. 


Secretary-Treasurer G. B. Heckel, 
The Bourse, 
Philadelphia, Pa. 


President James B. Lord 
of Boston Varnish Co., 
Everett, Boston, Mass. 





Director Orrin S. Goan 
of Berry Bros., Inc., 
Detroit, Mich. 





Director J. H. McNulty 
of Pratt & Lambert, Inc., 
Buffalo, N.Y. 


Director Adrian D. Joyce 
of The Glidden Co., 
Cleveland, Ohio 









Director P. H. Callahan 
of Louisville Varnish Co., 
Louisville, Ky. 





Director A. C. Morgan 
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Get a Good 


Paint Line— 























Proprietor Greenwich 


UR idea in selling paint is, first, get a good 
() line, then stick to it and push. If the market 

advances so that cost seems high, don’t 
change your line of quality, but push the harder. 
Quality has boosted our paint business until it 
amounts to more than one-third of our total annual 
business. 

Twelve years ago when we took over a going 
business our first thought was to concentrate our 
energies on a really good line of paint. We wrote 
to three of the best concerns manufacturing paints 
and told them we were in the market for a line of 
paints, and invited them to show us, by tests with 
each other’s product and against white lead and 





A paint business built on paint service—Mr. English says “Forget that paint is sold by the gallon” 





Then 
Push It 
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By THomaAsS J. ENGLISH, 
Hardware Company, 


Greenwic.i, Conn. 


oil, just what the covering capacity of each would 
be in square feet. These concerns were very will- 
ing to do this and paid all costs. The paints were 
applied by a local master painter, who mixed the 
white lead and oil and applied both. You may be 
sure the painter tried his best to make a good show- 
ing for his pet product, but was doomed to defeat 
after three attempts. Mixed goods won by a mar- 
gin of 25 per cent. 

Without this detailed information we doubt if 
any merchant is equipped to sell paint. In addi- 
tion to the above we also tested the paint sold by 
our competitor. By these methods we knew the 
number of square feet to the gallon and the cost 
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per hundred square feet of both lead and oil and 
mixed paint. We then felt we were in position to 
talk intelligently either to the individual or to the 
master painter. 

We have found our best method in presenting 
our line of paint was to go after the householder 
and not the master painter, the latter being antago- 
nistic to what he terms a “patent paint.” It has 
been our custom to drill into the prospective cus- 
tomer the number of square feet a gallon of paint 
will cover, and with the information we have on 
paint we are able to talk convincingly. 


Uses Color Cards All the Time 


W E make use of a great number of color cards. 
The manufacturer sends us any quantity of 
cards with the different colors on same. We dis- 
tribute many of these in our store and mail a great 
many to a carefully compiled list of prospects, and 
find that we receive many telephone orders, the 
party calling the name or number of the paint from 
the card. We use separate cards for each class of 
paint, one for the outside house paint, one for the 
gloss interior, one for the flat interior, one for the 
floor, and one for the varnish stains. These dif- 
ferent cards enable use to concentrate on one par- 
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ticular line of paint at a time. We do not send the 
five cards at any one time, but try to “dope” out 
just what favorable time one particular card is 
liable to impress a prospective buyer. 

While we depend mainly on the card system we 
also use our show windows and paint shelving un- 
sparingly. Our experience with the newspapers is 
that they are not productive of any great good in 
the carrying of the paint idea to a prospect. The 
different colors on cards seem to make the issue 
more direct. 

Despite the fact that we have difficulty in selling 
the master painter a ready-mixed paint, we find 
we are slowly impressing him with the fact that we 
can furnish him with a better brand of paint, ready 
for use, than he can make up, and at a lower cost 
to him when he figures his time for mixing with 
lead and oil. The master painter is interested 
mostly in the white paint, which he can tint the 
same as lead. 

In conclusion, we believe the care we took in se- 
lecting our line has been the reason for our large 
paint business. Concentrate your mind on quality, 
talk quality and square feet in all your advertising 
of whatever kind and forget that paint is sold by 
the gallon. 


Pawtucket Hardware Man Talks Paint on Shelving 


HE P. J. Bowen Hardware Co., 
makes use of the edge of its paint 
shelves to display catch lines of advertising. 
It has been found that this feature is a great 
help in building up the paint trade and it is 
one that could be well used in many other stores. 


R. L., 


Pawtucket, 





More 
PAINT 
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Paint service department of Nash, Robinson & Co., Waco, 
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Selling Service to Paint Customers 


How the Experience of Lumber Dealers Can Be Applied to the 
Hardware Trade— Boosting the Sales of Paints 
and Wood Finishes 





By G. M. BREINIG, 


N a general way it may be stated as a fact that 

innovations, new ideas, or better business prac- 
tices which have been applied to one branch 
of trade successfully, can be modified or changed 
slightly and successfully, and applied even to a 
widely different trade. 

As an example, take the case of the cash reg- 
ister, the adding machine and the motor truck. Fif- 
teen years ago none of these necessities to modern 
business were considered necessities except in 
highly specialized lines of trade where the need for 
them was patent to anyone. To-day the cash regis- 
ter is in very general use, the motor truck is com- 
ing into its own, and even the adding machine is 
being adapted to a variety of businesses. 

The object of this article is to prove to the able 
business men in the hardware trade that they can 
sell more paints, varnishes and wood finishes than 
they have in the past, by the adoption of the Service 
Department Plan. 

In proof of this let us take the experience of 
lumber dealers throughout the country who were 

‘made to realize that they were losing business to 
competing building materials, such as concrete, 
brick, tile, stucco, etc., which were being advertised 
on a national scale, not by individuals, but by asso- 
ciations, all working together in a common cause. 

Until a few years ago lumber had been working 
at a disadvantage in the building material field for 
the following reasons: 

1. The average retail dealer had to locate on the 
outskirts of towns on account of the bulky nature 
of the product and high rentals in central locations. 





Bridgeport Wood Finishing Works, 
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E. I. Du Pont de Nemours & Co. 


2. The average retail lumber merchant did not 
advertise locally. 


8. The average retail lumber merchant had 
learned to compete but not to co-operate. 


4. The average retail lumber merchant sold the 
raw, unfinished wood, and took no thought of the 
finished job and of how it might affect his future 
trade. In other words, he did not realize that, no 
matter how good the lumber he sold, if the paint or 
varnish or stain which was applied to it was of 
poor character and gave poor service, the customer 
was dissatisfied, and in many cases blamed lumber 
for his troubles, when lumber was in no way to 
blame. 


There was no national organization coupling up 
the interests of the Birch Association, the Southern 
Pine Association, the Gum Association, the Oak 
Association, and the Cypress Association in a big,’ 
broadminded attempted to sell the home builder 
the appropriate lumber for each intended use. 


To-day practically all of these diverse conditions 
have been removed by a sustained educational prop- 
aganda put out by the National Association and by 
the influence and benefit which has been felt from 
the national advertising which has been done. Lum- 
ber retailers generally have awakened to the fact 
that they must advertise lumber to sell it; that 
they have got to go further than advertising—they 
must link their advertising up with a well-defined 
service plan which not only shows the consumer ex- 
actly how the finished wood is going to look under 
a given treatment, but makes it possible for him to 
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procure right at the lumber yard all the materials 
which will give him what he wants. 

They have gone very carefully and thoroughly 
into the subject to determine just what type of 
finishes are applicable for each wood, and not only 
for each wood, but for each type of service which 
that wood is intended to render. For instance, if 
they are selling the wood for a floor, they sell at 
the same time the appropriate stains and floor var- 
nishes or wood fillers and waxes, as the case may 
be, to give the maximum amount of service under 
the conditions of service to w hich that floor will be 
subjected. 


Right Paint for the Job 


te other words, they either go into the paint and 
varnish business themselves, or else refer the 
customer to some active hardware dealer, more cen- 
trally located, who has a service department in his 
store, and makes a specialty of selling the right 
goods for the job. 

Two such service departments are illustrated in 
this article. They consist of attractive fixtures dis- 
played in the best possible manner in a well-lighted, 
comfortably furnished room set aside for the pur- 
pose. Rows upon rows of large panels of real house- 
trim of the various woods which are in special favor 
locally are hung upon the walls or fixtures designed 
for the purpose. All of these panels are labeled. 
They are properly and artistically finished. They 
are easily removable, so that they may be closely 
scrutinized by the customer. They are kept clean 
and polished. 

One of the illustrations herewith shows a service 
department installed in the lumber yard of Nash, 
Robinson & Co., of Waco, Tex., who are one of the 
largest lumber dealers in the State. Their business 
is tremendous and is growing every day, because 
they make practical use of the Service Departmen* 
Plan. 
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One of the most progressive paint distributors in 
Ohio, Mr. Pockrandt, of the Pockrandt Paint & 
Supply Company, realizing that through close co- 
operation with the lumber dealers of his city, he 
could increase the sale of paint and finishing prod- 
ucts, established a service department in his cen- 
trally located store to serve not only his trade, but 
also the trade of local lumber dealers, builders and 
architects. The same idea applies as well to the 
centrally located hardware dealer in towns through- 
out the country. 

Perhaps the most important angle of the service 
department plan as applied to the hardware store 
is this: A well advertised and well planned service 
department is a center of attraction to architects, 
builders, contractors, lumber dealers and property 
owners, and therefore a hardware merchant can go 
one step further than the paint supply house or a 
lumber dealer, because he can also display builders’ 
hardware in connection with the finished wood and 
show all of the items that enter into the completely 
constructed building. 


Paint Service Department Helps Other Lines 


B* this close co-operation with the local lumber 
dealers, the architects and the contractors, and 
through educating them to the use of a service de- 
partment in the centrally located store, the modern 
hardware merchant will be able to build up a fine 
business not only in builders’ hardware, but in 
paints, varnishes and wood finishes generally. This 
type of service builds better and stronger business 
for the future by rendering a service to the con- 
sumer that is appreciated and results in future 
sales. 

In addition to this, it cements a permanent rela- 
tionship between the hardware dealer, the progres- 
sive contractor, the up-to-date architect and the 
wide-awake lumber merchant, and results in the 
greatest possible good to all. 


Part of the paint service department in Pockrandt store, 


Akron, O. The home-owner, 


prospective builder, con- 


tractor and architect all appreciate such real paint 
service 
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Why Paint Spells Profit for Rackliffe 









Simple Rules for Paint 
Success by a Hardware 
Man Who Has Tested 
Them 





By FRED RACKLIFFE, 
Rackliffe Bros. Company, New Britain, Conn. 


as logical as a soda fountain in a drug store. 

It brings a steady stream of that class of 
customers which we want to frequent our stores. 
such as the property owner, the handy man around 
the house, the people that do their own little jobs 
around their homes—most all of the intelligent, 
self-thinking kind. 

After deciding to put in a line the next impor- 
tant step is, which line? 

Don’t think that you can build a successful 
paint business on cheap paint. It can’t be done 
any more than you can get a quality reputation 
selling 25-cent hammers. We believe that the en- 
tire line of paint should be of the same brand, 
but it is advisable to purchase your varnishes, 
stains, etc., from a strictly varnish house. We find 
it necessary, though, to carry more than one line 
of varnishes in order to satisfy certain demands 
in our locality, but we firmly believe in pushing 
one particular line. Paint and varnish should be 
purchased from separate firms, because each firm 
has individual advertising that is very valuable 
when used to the best advantage. Paint to sell 
should not be carried in stock in the cellar where 
nobody can see it; rather it should be given a 
prominent place in the store and during the paint- 
ing seasons a good live window display will work 
wonders. 


A PAINT department in a hardware store is just 


We inclose advertising matter furnished by the - 


manufacturers with all our bills and take advan- 
tage of every kind of rational publicity possible. 
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Above all we keep our stock in condition to meet 
every demand of the trade. To sell paint and var- 
nish one must know what to sell and what not to 
sell. Our success is partially due to the fact that 
we know what to sell a customer, and we study 
our trade in every way and make sure we always 
have the right article at the time it is most likely 
to be needed. 

Paint and varnish specialties, such as screen 
enamel, auto enamel, interior enamel, stove-pipe 
enamel, kalsomine, etc., are very profitable, and 
we also find that the fact that we sell paints, etc., 
increases our sale on lines like brushes, ladders, 
rope, etc. 


Our Wall Paper Experiment 


UR first idea had been to carry a small stock of 

wall paper to take care of our regular cus- 
tomers, but we found that this line also brought 
many new ones who made quite a distinct impres- 
sion, favorable to be sure, on the cash register. 
We found that painters and decorators liked to 
purchase this material of the same concern they 
could buy their paint. We, therefore, widened 
our line of patterns and stocked up enough to keep 
an additional man busy in this department alone. 
This department increased our sales in other lines 
as well, especially in the paperhanger’s tool and 
supply line. Where we formerly sold one paper- 
hanger’s outfit we now sell a dozen, and a ton of 
dry paste where we used to sell a barrel. 
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These views show part of the Paint 
Department of the Rackliffe Store. 
Note the scope of the stock and its 
neat display. The brushes are shown 
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Getting Your Share of Paint Sales 


SELL 
MorRE: 
PAINT 


THEN we look through. a pane of glass and 
W see the snow gently falling, a fog rolling 
in or perhaps the heat waves dancing just 
above the pavement, we are looking at a condition 
of the weather. Weather conditions are a handy 
thing to have around. Take these conditions away 
and colds, chills, grippe, etc., wouldn’t be worth 
having, we wouldn’t have any logical excuse for hav- 
ing them. Take away the weather conditions and 
our imaginings would be plump upset. Imagination 
plus variable weather conditions can sure put a 
healthy crimp in most any kind of business. With- 
out the weather to fall back on we couldn’t expect 
a “dry spell’’; we wouldn’t be able to limit the size 
or quality of the farmers’ harvest; we couldn’t pre- 
dict punk business. If sales didn’t happen to check 
up to normal and we had no bad weather to fall 
back on, how could we account for punk business, 
but, on the other hand, with weather conditions, if 
we have rain or a heavy dew, we, in our imagina- 
tion, expect punk business, but when all is said and 
done, haven’t you noticed that we certainly get a lot 
of things that we expect? 
Now when we take Imagination and bore right 
down to hard pan we get pretty good values. We 





A Bunch of Paint Displays That Will Swell 
the Profits of Hardware Men 


By THE StTovE MAN 


pends on how we use it. It is constant association 
with certain conditions that make it bad. Webster 
gives a different definition, but he was in an awful 
hurry when he made the dictionary. Imagination 
is a mental photograph of what is conceived in our 
mind. It is creative power—creative of good and 
creative of evil—pictured thoughts, and as our 
thoughts govern our actions, as we think so-are we. 
The successful man and the failure were both govy- 
erned by their thoughts. 

Imagination plays a mighty big part in the re- 
tailing of paints, and the weather makes possible 
the need for paint, thus we have the two, Imagina- 
tion and Weather, harnessed together. Rain, fog, 
snow, and summer heat, all play important parts 
in creating future paint business. Imagination 
plays the lead in creating ideas for getting this 
weather-created business to enter your store. You 
cannot cash in on imagination until it becomes an 
idea, and you cannot cash in on an idea until it 
becomes a reality. One plain workable demonstra- 
ble idea is worth a whole reel of imaginings. You 
can’t run your store on imagination. You can run 
it on the net result of imagination, hard harnessed 


find it is not such a bad word, after all; it all de- ideas working for you. 


Talk paint as a preservative—painting as economy 
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This trim is described in detail below by the man who built it 








tHe ie of tinal 
Little gobs of Paint, 
Makes ramshackle Buildings, 
look like what they haint” ¥ 
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LET’S GET TOGETHER _ 


| “The wei “a 
ae raise your place in value 
And brighten up the view. 


We have the Paint. 














Good Paint Means Weather Insurance 


OW as we sell paints let us use our imagination 

‘and see what kind of an idea we can put to 
work for us. We know that certain weather con- 
ditions create demand for paint. If the paint gets 
old and worn and the sun eventually starts it peel- 
ing, the dampness gets in under it and mold and 
dry rot get in their work. New paint properly ap- 
plied will prevent decay, therefore, paint must be 
weather insurance—building insurance. The aver- 
age person carries insurance on his life. He car- 
ries insurance on his home against fire. He be- 
lieves in both kinds of insurance, but does he know 
anything about insurance against decav? If he 
does not know that paint is insurance against decay, 
is it not up to us as progressive merchants to post 
him? He has been approached by the life insurance 
salesman and by the fire insurance salesman, each 
had something of worth to sell, and the selling was 
easy because they could show the need of their re- 
spective kinds of insurance. They were selling a 
panacea for that which might happen at any time. 
Good paint, well applied is weather insurance. 
Weather insurance should not be allowed to lapse 
because deterioration takes place gradually. It is 
unlike death or fire, it does not happen all at one 
time. The action is so slow that we do not consider 
renewing the policy unless our mind is jolted for- 
cibly. 

The public realizes the decorative value of paint 
better than it realizes its value as a preservative. 
Most window displays feature color cards, and en- 
deavor to sell through the use of paint as a deco- 
rative medium. The idea is all right and such dis- 
plays produce a world of business, but it is well oc- 
casionally to jolt the public with something new and 
original. We will work our imagination until we 
get a mental picture of our projected display, then 
we will put in some showcards that will inject horse 





power behind the selling idea. For the three show- 
cards, copy like this wouldn’t read half bad: 
Life Insurance Pays Your Estate a 
Stipulated Amount, when Proof Is 
Furnished of Your Demise. 
Fire Insurance Pays You the Amount 
when Your Home Is_ Destroyed 
Through Fire. 
Paint as a preservative Insures Your 
Property, Increases Its Value and 
Pays you 365 Days of Satisfaction 
Each Year. 

Now for our invitation to come in and talk over 
the paint situation we will feature a good, strong 
card like this: 

Come in and Talk It Over with Our 
Paint Insurance Man. 

The display is different. It has attracting power 
enough to stop the public. Each showcard is strong 
enough to compel the observer to read the entire 
series and after reading, the request to enter and 
talk things over puts the suggestive germ at work. 
The observer will think about a display like this. 
It starts him thinking in a new channel, one that 
will eventually lead to his pocketbook. The little 
bungalow is easy to make and has been described 
in previous articles. The department stores invest 
in thousands of dollars’ worth of wax figures and 
find it a good investment. For the hardware man 
why not make or have made a half dozen model bun- 
galows for us in different displays. You can get ac- 
tion in them in paint displays. Builders’ hardware 
displays, displays of garden tools, lawn tools and 
their use, will be appropriate in featuring countless 
other lines. In your window such displays are to 
you what wax figures are to the department stores, 
and their cost is less than one-tenth of the cost of a 
wax figure. 

Display stands are another source of profit to the 
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hardware merchant. They eed not be the costly 
variety featured in the department stores, just the 
plain, neat, home-made variety. 

Now in our paint display we have our model bun- 
galows, all nicely painted. A bungalow that at- 
tracts through its attractiveness. Above the bun- 
galow we have the “Paint as a Preservative” card 
and at each side we feature a card over a replica of 
the envelope that holds your life or fire: insurance 
policy. An attractive arrangement of paints, brush- 
es, putty, putty knives, etc., completes the trim. 


Profits from an Old Hatrack 
ERE is an idea for an entirely different display 
one that will also start the paint bug working. 
Suppose you get an old-fashioned hatrack; if you 
can’t get one, build one. Place it in the center of 
your window, then hang your old hat on it, together 
with those donated by your salesmen. It does not 
look like much so far, but it will have kick when we 
get through with it. We make our display of paints 
and kindred goods, placed artistically around the 
hat rack, then at one side on an easel we can feature 
this card: 
Any Old Place I Can Hang my Hat 
Is Home Sweet Home to Me. 
Is Home Just a Place to Hang Your Hat? 
Paints Will Make Your Home Attractive. 
Does a Bed Need Enameling? 
Does a Chair Need Varnishing? 
Does a Desk or Table Need Staining? 
Does a Picture Frame Need Gilding? 
Floor Need Refinishing? 
Clean up—Paint up—Make your home 
More Than Just a Place to Hang Your 
Hat. 


This display is a one-can salesman. A display 
that pulls sales through a suggestion of articles 
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which may need attention. The one-can sale may 
expand and become the two-can or three-can sale, 
along with necessary brushes to do the home job. 
All that is required is a wide-awake paint salesman 
behind the counter. The old hats and the hat rack 
are the stopping power, the showcard takes a rap 
at the observer through “suggestion” and this same 
“suggestion” puts over the sales. Now if you have 
an old felt “kelly” that is classed as a last year’s 
birdnest, give it a tryout in your show window. You 
can put a lot of pep in the old lid if you go after it 
in the right way. 

Our next display we will make ring with the 
“Clean up—Paint up” slogan. Here is a display 
that will produce results for you. It is a “show- 
me” display. It makes you ashamed to go home 
and look your house in the face. The two triangu- 
lar cards above the half-painted bungalow send out 
a thought that sticks in the mind of the observer. 
The wording is not original with the Stove Man, 
but it was so good that after reading it once he 
never forgot it, thinking that some day it would be 
useful in a selling campaign. 


Artistic (?) Step-ladders 


ct aged in our third display we have a common 
article possessing absolutely no decorative 
value, step-ladders. If we place several in the 
window and do not make any effort to make their 
presentation attractive, they do not occasion even 
passing comment. If we put in a good show card, 
there will not be kick enough in the goods to compel 
many people to read the card. No, we have got to 
put in attractive, punchy cards and harness some 
attractive power with our window, if we want it 
to move step-ladders. Now in getting out our show 
cards we have two cards, either one of which will 
give us an idea around which we can build our 
display. 


Linking up with ladders in a paint trim 
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short ones- stubby ones 
long ones-skinny ones 
lean ones, some so high 


that we have to keep 
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We have Ladders 
for all uses 
Ladders for 


. Household work, 
Tree Pruning, 





i 





























How We Built “‘Home’’ Paint Sales 


The paint department is as attractive and prominent as any other in the De Forest store 
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By A. J. DE FOREsT, 


Buyer and Manager of the C. S. De Forest Hardware Store, Stamford, Conn. 


URING our first spring in this city we began 
D early in March to advertise, using a full page 

in our daily paper and featuring paint and 
paint specialties alone. We stated frankly that we 
were not after the painter nor the man who was 
going to paint his house and barns, although we 
had the goods and price for such a customer. But 
we went after the women and elaborated on lino- 
leum renewer, varnish stain, white enamel, etc., 
telling the merits, the ease of operation and the 
gratifying results, and as there is nothing the av- 
erage woman likes to do better than paint and 
nothing more satisfying than the finished work, it 
is needless to say we gradually increased our small 
can sales and the larger sizes in proportion until 
we have built up a big volume of general paint 
business. 

We think nothing of spending 20 to 30 minutes 
to make a sale of a one-half pint can of varnish 
Stain, explaining to the amateur the proper use, 
thinning, etc. 

The customer is always interested in the conver- 
Sation, and so pleased with the result that this 
careful selling of the smaller items in our paint 
stock is bound to make more sales for us from her, 
as well as from her neighbors, to whom she would 
show her handicraft. 

Naturally she would be proud of her work and 
Interested in doing over other pieces of furniture, 





and by making use of our practical knowledge of 
enamels, shellacs and varnishes, she would venture 
to floors and woodwork, and with the aid of her 
husband probably tackle the kitchen walls and porch 


floors. In fact, one of our customers did a very 
neat job on her Ford sedan, using three_pint cans 
of our auto finish. 

Of course, we’re always looking for the 10-gallon 
sale, but find it is often made via the half-pint 
route. And the small can sale is the profitable sale 
and carries the brush sale with it. 








Mr. De Forest 
says: “Take 
lots of care 
with sales of 
small home- 
fixing paint specialties and the 
larger sales will be easy.” 
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By W. L. 


WASHINGTON, April 1, 1918. 
HERE was an earthquake on Capitol Hill last 
Tuesday. The reason I am so certain a seismic 
disturbance took place is that on the day men- 
tioned the conferees having charge of the Webb-Pom- 
erene export combination bill received such a jolt that 
they hastened in a body to Senator Pomerene’s office, 
held a meeting, and agreed on the terms of the measure. 
I am sure that nothing but an earthquake could have 
accomplished this amazing result. 

The export combination bill passed the House last 
September just before the adjournment of the first ses- 
sion of the present Congress. Upon reassembling in 
December the Senate took the bill up promptly and put 
it through by a handsome majority on Dec. 14. 

The measure was then sent to a conference commit- 
tee, in whose archives it has slept peacefully for more 
than three months. At last, Heaven be praised, the 
conferees have been aroused to the fact that this is a 
war measure of importance to the business men of the 
country, and by a little judicious give and take have 
harmonized the diverse provisions of the House and 
Senate drafts. 

The conference report will be adopted by both houses 
with little delay, and the President will sign the bill the 
day he receives it. Mr. Wilson has been one of its chief 
supporters and it is barely possible that he pulled the 
string that started the earthquake. 


Burleson Beats the Railroads 


ITH the assistance of the Court of Claims the 

Postmaster General has certainly put one over 
on the railroads of the country. In a final decision, the 
text of which has just become available, the court holds 
that the roads are not entitled to compensation for 
carrying the parcel post during the long period after 
the passage of the parcel post law and before a new 
quadrennial weighing of the mails furnished a basis for 
paying the roads for this extraordinary additional 
service. 

The reasoning of the court will strike the average 
business man as decidedly novel when the obligations 
of the railroads are considered. It is held in effect that 
the roads were not in duty bound to carry the mails; 
hence if they did so their action was voluntary and 
therefore they cannot now come forward and ask for 
additional compensation. 

Of course the average business man will at once point 
out that if the railroads had refused to carry the mails 
when Mr. Burleson dumped the parcel post in upon 
them, the Government would probably have seized them 
over night or at least would have instituted legislation 
in Congress to take them over. To the average man in 
the street the knowledge that this would be done comes 
pretty close to duress, but on this point the court splits 
a very fine hair and declares that the action of the 
Government did not amount to “a taking of property 
without due process of law.” 





CROUNSE 


Uncle Sam a Poor Paymaster 


HAVE heretofore described Uncle Sam’s loose meth- 

od of determining the pay of the railroads for carry- 
ing the mails. Briefly, the system consists in dividing 
the country into four great sections and weighing the 
mail for a certain period in one of these sections each 
year. 

On this basis the mail in section number 1, for exam- 
ple, is weighed but once in four years, and so on 
through the other three sections. The parcel post law 
took effect Aug. 24, 1912, and immediately an enormous 
quantity of freight was shunted into the mails without 
a dollar of additional compensation. 

In the section of the country in which the mails were 
weighed early in 1912 the railroads were obliged to 
carry the parcel post for four years until the next 
weighing in 1916 without any readjustment of pay. In 
the second section the same condition existed for three 
years; in the third section for two years, and in the 
fourth section for one year, for not until a new weigh- 
ing took place could the roads secure a basis for com- 
pensation for carrying the thousands of tons of mer- 
chandise which the parcel post law imposed upon them. 

Incidentally, the roads also were hard hit because 
practically all the merchandise dumped into the mails 
by the Post Office Department had formerly been car- 
ried as express or freight at fairly remunerative rates. 
Of course this revenue was immediately cut off, so the 
toads lost both coming and going. 


Parcel Post Cost Railroads Millions 


FTER a lot of negotiation the Postmaster General 

decided that the roads had been unfairly treated 
and made them a small allowance amounting to but a 
fraction of the cost of handling the mail, leaving them 
nothing to do but to take their case to the United 
States Court of Claims for just compensation. The 
evidence submitted by the roads in a single district 
demonstrated beyond a question that there was fairly 
due them ten or twelve million dollars and this would 
have been greatly increased by bringing in all the other 
roads which had rendered a practically gratuitous 
service. 


The defense of the Government was characteristic. 
Uncle Sam can be a stony-hearted old skinflint when 
it comes to paying his honest debts and many a man 
who has done him a great service has grown old and 
gray and feeble sitting about the Washington hotels 
waiting for bare justice. 

On behalf of the Postmaster General the attorneys 
for the Government told the court that the railroads 
were not obliged to carry the parcel post or even the 
letter mails, and that if they did so their act must be 
construed as indicating their willingness to accept the 
compensation fixed by the last preceding mail weigh- 
ing. Attorneys for the railroads put it squarely up to 
the court that the roads, in a public-spirited fashion, 
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You Don’t Have to Rob Your Stock for a Good Paint Trim 


Note how a few cans and brushes can be combined with a wealth of attractive manufacturer’s sales helps to 
make a-splendid display 
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handled the parcel post because the Government wanted 
them to and relied upon the fair dealing of the Post- 
master General for decent compensation. 

The railroad attorneys also intimated what would 
have happened to the roads if they had refused to carry 
the mails. One would think no argument was necessary 
on this point. 

Now comes the court with its decision holding that 
the roads are not entitled to compensation. Uncle Sam 
in his réle of skinflint wins out. 

It will interest you to read a few paragraphs from 
the court’s opinion. Taking up the overloading of the 
mails by the parcel post service, the court says: 


Too Late to Ask for Fair Compensation 


«s’T’HIS branch of the case set out in the petition can 
be considered from two viewpoints: First, did the 
increasing of the Parcel Post Service by the act of 
Aug. 12, 1912, relieve the railroads from the obligations 
of their contract for the carrying of the mail made 
before the enactment of that law? Second, if it did 
and they still continued the service, including the added 
parcel-post matter, and also accepted the added com- 
pensation therefor provided by the act of March 4, 1913, 
was that a reaffirmance by such roads of the contracts 
entered into before such increase of mail matter? 

“That at least a part of this added compensation was 
received by the plaintiff is admitted in its brief. We 
believe that the first interrogatory should be answered 
in the negative. For various reasons the volume of 
mails carried has been abnormally increased at times 
for a long series of years. The plaintiff agreed to carry 
the mails with knowledge of this fact. 

“But without extending the discussion of this view 
of the question involved further, and even admitting 
such an abnormal increase of the mails by the exten- 
sion of the parcel-post contingency as would have con- 
stituted a violation of the contract which the plaintiff 
had entered into with the Government, and would have 


justified it in refusing to perform its contract further, 
it did not do so. It continued in its performance with- 
out any change in its terms. 

“Tt was offered the mails for carriage under its con- 
tract and it took them and accepted the increased com- 
pensation provided therefor by law. It thus reaffirmed 
its contract and it is now too late to claim an additional 
allowance for such service.” 


+ 


Railroads Should Have Protected “Themselves 


HUS the court holds that because the roads were 

given a small amount—admittedly only a fraction of 
their claims—by the Postmaster General they, there- 
fore, lost the right to go into court and ask for fair 
remuneration. It will make a fair-minded business man 
smile to read the court’s statement that the railroads 
knew that the mails were likely to be “abnormally 
increased” for “various reasons” when they made their 
last contracts before the parcel post law was passed 
and, therefore, should have guarded themselves against 
such a surprise. What would the Post Office Depart- 
ment and the public have said if, in view of the pos 
sibility that a parcel post law might be enacted, the 
railroads had boosted their charges for the purpose of 
protecting themselves in the event that Congress should 
actually enact such a statute? 

The court then takes up the claim of the railroads 
that they are entitled to relief because the burden 
placed upon them by the Postmaster General amounted 
to “a taking of private property for public use without 
just compensation.” This contention the court de- 
nounces, although admitting that the compensation re- 
ceived by the roads was probably less than the cost of 
the service, and “hence to that extent confiscatory.” 
If the roads had been compelled to carry the mails with- 
out a contract and claimed greater compensation there- 
for than they received they would, the court says, have 
a sound basis for this claim. 
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Not First Time Contractors Have Lost Money 


OWEVER,” the court continues in its opinion, “all 

of the service which it rendered was under con- 
tracts voluntarily entered into with the Government. 
It may have lost money by such contracts; it may have 
lost so much as to bankrupt it and thus make it in 
effect completely confiscatory; but that would not be 
the first time that contractors have lost money by their 
engagements with the Government; and we have never 
before known any contractor to claim that property 
lost by him in the performance of a contract with the 
Government had been taken from him within the mean- 
ing of the fifth amendment, and hence that he was 
entitled to just compensation for the same. What con- 
stitutes a ‘taking’ within the meaning of the fifth 
amendment is a question this court is often called upon 
to determine, and we have never examined a case in 
any court where property voluntarily given up and 
paid for under contract has been claimed as taken under 
the fifth amendment. 

“The plaintiff may have been constrained to take less 
under its contract than it thought was reasonable in 
amount because its refusal would be an intolerable 
hardship to other customers whom it served, but cer- 
tainly it will not be contended that it was compelled to 
do this by duress. Neither was the plaintiff compelled 
to receive the mails from the Government as a com- 
mon carrier, for in the carriage of the mails the rail- 
roads are not common carriers.’ 


Roads Were Not “Compelled” 


HE italics in that last paragraph are the court’s 

and not mine. They make you blush for Uncle Sam. 

It is indeed extraordinary logic that justifies with- 
holding reasonable compensation for a service rendered 
the Government on the ground that the agency render- 
ing it was not compelled to do so although its refusal 
would constitute “an intolerable hardship on the public.” 

Is it any wonder that the Post Office Department, 
with the aid of a staff of skillful bookkeepers and such 
methods as have been employed in the case I have just 
cited, can so camouflage the accounts as to make it 
appear that the parcel post is a paying department of 
the United States mails? 

While we are on the subject of the mails I would 
like to call your attention to a delightful little squabble 
now going on between Otto Praeger, Second Assistant 
Postmaster General, and the officials of the Washington 
post office, as to who should be blamed for the exceed- 
ingly bad postal service in and out of the capital city 
during the past month. When public officials get to 
calling each other names the taxpayer is likely to get 
some real inside information. 

Mr. Praeger evidently desires to avoid a direct issue 


with the Washington postmaster who, he declares, is’ 


laboring under tremendous difficulties as the result of 
war conditions, but he flatly declares that the records 
of the railway mail service show that the Washington 
city post office has recently turned over to the railway 
mail service letters twenty-six hours after they were 
postmarked. These particular letters were addressed 
to points throughout the South. 

The same records will show, Mr. Praeger declares, 
that certain letters bound north postmarked “Washing- 
ton 10 a. m.” were not delivered to the railway mail 
service until 3 p. m. on the same day, in the meantime 
two or three other trains to New York having left 
Union Station. In one specific instance 200 letters 
addressed to New York business houses were involved. 

After having formulated these indictments, Praeger 
says that the Washington city post office is really not 
to blame and he adds that the great volume of war 
mail, and the tremendous growth of the parcel post has 
literally swamped more than one city post office in the 
country. 

Here at last is some real dope on what the parcel 
post has done to the letter mail. Scrap by scrap the 
truth is leaking out! 


Letters Versus Easter Bonnets 


UT listen to this, you retail merchants who com- 
plain because your letters, even with special de- 
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livery stamps attached, require forty-eight hours to 
travel a hundred miles: 

“Three truck loads of Easter hats mailed from a St. 
Louis firm to various small towns in Virginia and 
Maryland, are instanced by officials as a sample of what 
the Washington city post office, the railway mail service 
and the entire Post Office Department are up against 
at this time.” 

For these reasons, the Post Office Department de- 
clares, the officials believe that “the people of Wash- 
ington should be lenient over any delay that may arise 
either now or in the future in the transportation and 
delivery of letters going to and fro between here and 
New York.” 

I have lost all faith in the special delivery stamp as 
an expediter of the mail service for reasons which | 
have heretofore explained. So many other people have 
adopted this device that the special carriers, who handle 
these letters, are much more heavily over-burdened than 
the regular carriers and it often happens, therefore, 
that the addition of the special stamp retards rather 
than accelerates the mail. 

Mr. Praeger furnishes some additional testimony on 
this point. The use of special delivery stamps can in 
no way accelerate the transportation of letters, he says, 
in so far as the railway mail service is concerned. 

“The only function and purpose of the special de- 
livery stamp,” he says, “is to expedite the delivery of 
a letter by the city post office.” 


Try This In Your Town 


HAT there is no excuse for the frightful service so 

many city post offices are rendering these days, 
except that the letter mail is being swamped under 
tons of merchandise, is made perfectly clear by a sug- 
gestion which the railway mail officials volunteer not- 
withstanding the fact that it is an obvious reflection 
upon the Washington post office. If you wish to ascer- 
tain where the fault lies, they say, make the following 
novel test: 

Mail your letter at the city post office. Then take a 
carbon copy or other duplicate of the letter and place 
it in the mail box in the railroad station. 

Collectidns are made from the station boxes up until 
ten or fifteen minutes before the mail trains leave. By 
getting a report from the addressees of a few of these 
letters you will find, the railway mail officials are con- 
fident, that the delay is in the city post office and not in 
the railway mail branch of the service. 

But, great scot, what becomes of Mr. Burleson’s 
repeated declarations—repeated up to a fortnight ago— 
that the railroads are to blame for the slowing down of 
the mail service throughout the country? The railway 
mail service officials now hotly deny this charge and 
Mr. Praeger, who supervises this branch of the poe 
activities, stands squarely behind them. 

It begins to look as though Praeger and Burleson 
should have a quiet little conference at the P. O. D. 
before they make any further “explanations” concern- 
ing the awful mail service under which the business 
of the entire country is now being demoralized. 


Whittier Continues Active 


ECRETARY WHITTIER, of the American Fair 

Trade League, is having a little fun these days with 
the National Retail Dry Goods Association, which ap- 
pears to be the only organization of retailers in the 
United States that is opposing the Stevens bill or other 
legislation designed to put an end to price-cutting. 
Whittier declares that only a small contingent of this 
association really opposes the Stevens bill and that the 
rank and file of its membership are grossly misrepre- 
sented by the officers of the organization. 

It is certainly a curious thing that a national associa- 
tion of retailers should favor price slashing and should 
oppose legislation designed to help in maintaining liv- 
ing profits. It is also incomprehensible that they should 
countenance the sending broadcast of such literature 
as the pamphlets now being distributed by Secretary 
E. L. Howe entitled “Primer on Price Fixing,” which 
is a distortion of the fundamental facts with which it 
purports to deal and contains scores of fallacies and 
misstatements which are easily exposed. 
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To Get Profit Out 
of Paint Push It 


HE bulk of the prepared paints distrib- 
uted in the United States is sold 
through retail hardware stores. Hard- 

ware merchants do not merely tip the bal- 
ance on such sales, but are overwhelmingly 
the nation’s paint merchandisers. 

‘ Most hardware dealers sell paints and 
most of them conduct complete paint de- 
partments. They have spent their money 
liberally for shelving, show cases, oil pumps 
and other fixtures with which to stock, dis- 
play and efficiently distribute paints and 
kindred supplies. 

They have carefully and _ thoroughly 
trained men in the art of selling paints, and 
have, by their energy, their capital and their 
co-operation, assumed control of this very 
important commodity. 

The days when they competed sharply 
with local paint shops and drug stores for 
the paint business have in most cases be- 
come but faint memories. Thousands of 
hardware paint departments have developed 
from small initial stocks involving the in- 
vestment of but a few hundred dollars to 
great departments buying paints and paint- 
ers’ supplies in car lots. 

Builders’ hardware inquiries and _ pur- 
chases have proved splendid indicators of 
paint customers and country solicitors sell- 
ing cream separators, haying supplies, wire 
fencing, windmills, gasoline. engines and 
farm implements for the hardware dealers 
have found paints a line productive of con- 
stant and most satisfactory business. 

The paint achievements of the hardware 
merchants have brought with them added 
and most important responsibilities. 

At one time the question of quality called 
for considerable attention, but fatalities 
bound to occur among crooked producers 
have all but eliminated the dishonest manu- 
facturer. True, he occasionally pops up with 
a gold brick for the unwary, but his very 
method of “error in shipment and sacrifice 
price” bids the buyer beware. 

The good paint manufacturers have won 
out. An enormous amount of money in 
the United States is invested in plants manu- 
facturing paints, oils and varnish, and these 
factories are permanently built and splen- 
didly equipped. Their future business de- 
pends almost entirely upon the satisfaction 
their paints give to-day. There are a lot of 
exceedingly keen, bright business men mak- 
ing paint and varnish, and if for no other 
reason than one of dollars and cents, they 
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are making honest products. Run over a 
list of a score of these manufacturers at 
random and analyze their private and public 
lives and you will find no higher sense of 
honor and public service, no higher set of 
ideals, no more thorough Americans in any 
great group of our manufacturers. The 
goods they are making reflect them truly. 

Right now paint prices are high, exceed- 
ingly high, but paint, even at present prices, 
is an exceedingly good investment for the 
consumer. New building operations are lim- 
ited. There will be no great movement to- 
ward the construction of homes and business 
buildings while the war lasts. When new 
buildings cannot be built it stands to reason 
that old buildings should be better cared for. 
This should be a good paint year. It will be 
if hardware merchants of this country go 
after the business with earnest enthusiasm. 

The contents of this issue of HARDWARE 
AGE should prove a great incentive. It gives 
a bird’s-eye view of what the hardware mer- 
chants are doing to maintain their prestige 
and set new records as paint distributors. 
These examples of success should cause us 
all to be proud of our paint business and from 
them we should secure business-building 
ideas that will put more profit into our paint 
department and more satisfaction into our 
accomplishments. 


The Liberty Loan 
Honor Flag 


NEW and distinctive feature will be 

introduced in the Third Liberty Loan 

campaign, and every city or town in 
the country which subscribes more than its 
quota of Liberty bonds will be awafded by 
the Treasury Department an Honor Flag. 

The flag will be 36 in. wide and 54 in. 
long. The body of the flag will be white with 
a broad red border, and three broad blue 
vertical stripes denoting the Third Loan. 
The flags, which will be of the same quality 
as the flags of the Navy, are already being 
manufactured and will be awarded as fast as 
the right to fly them is won. Though 
awarded by the Treasury Department, they 
will be distributed by the Liberty loan com- 
mittees of the different districts. 

There will also be a National Honor Flag 
for each State, to be flown at the State capi- 
tol, with the name of each town winning a 
flag inscribed upon it. There will be also 
preserved in the United States Treasury a 
National Honor Flag, with the record of each 
State recorded on it. 








Trade Conditions and Iron, Steel and Hardware Prices 


NEW YORK 


Office of HARDWARE AGE, 
New York, April 1, 1918. 


A PRIME trade obstacle is still the omnipresent 
transportation embargo which gets no better. 
There are factories where this hindrance has become 
increasingly embarrassing because of choked ware- 
houses, thereby compelling manufacturers to send out 
SO S ealls for relief. On strictly Government orders 
shipping permits can be secured, but for ordinary com- 
mercial deliveries it is becoming constantly more dif- 
ficult to forward goods because of inadequate motive 
power and cars, clogged tracks and terminals. 

There are occasions where, owing to the close margin 
on which the output is made and sold, manufacturers 
must decline to hold orders for deferred shipment, or 
until such time as some or all of the embargo may be 
lifted. They must consider possible declines in price, 
which may develop from changed conditions, hence for 
self-preservation they ship as much as possible to 
points not embargoed. Where the prospects for deliv- 
ery are indefinite they often insist on canceling orders 
so affected, because of the small margin. Of course 
there are innumerable classes of merchandise, more or 
less closely related to the war, on which these remarks 
have no bearing, where the way is clear to forward at 
the earliest possible time and at a satisfactory profit. 

In an important line of trade, based on several metals, 
the leaders, we are advised, have concluded to face 
trying situations for the next two or three years and 
planning ‘accordingly. We are also reliably informed 
that steel tubing mills are oversold for 12 to 18 
months on material for bedsteads going into hospital 
units. The application of this is that the same class 
of tubing is practically an important basis for large 
quantities of non-war articles and ordinarily big sales. 

The Government has also requested that well to do 
people who may be contemplating the building of sum- 
mer homes requiring a large amount of structural and 
finishing material defer as much as possible such work. 
Architects, because of lack of employment, are consoli- 
dating their offices and some of them going with the 
colors, so that there is a minimum of private building. 
Much of this changing of trade currents signifies an 
increased overhead. 

One of many of these reasons is that where young 
men volunteer or are taken by draft, there is little 
available source from which to replace them by men 
except over the present draft limit, and which may be 
extended, and in the majority of cases they are married 
men, who owing to the demand for their services ask 
for and need more remuneration. 

On March 26 sash cord was advanced 3c per lb. on 
braided white cord of good quality. Shovels have just 
been advanced approximately 10 per cent. Toilet clip- 
pers not long ago were advanced 10 to 15 cents per 
pair. Picks and mattocks have advanced 10 per cent 
and wedges \c per Ib. 

Auto DRILLS.—The Goodell-Pratt Company, Green- 
field, Mass., is quoting 35 per cent discount from the 
Goodell Auto Drills, List of June 28, 1917. 

CAN OPENERS.—The Schofield Mfg. Company, 113 
Chambers Street, New York, has advanced Peerless can 
openers to jobbers about 5 per cent. 

DUMBWAITERS.—The Sedgwick Machine Works, 128 
Liberty Street, New York, quote 20 per cent discount on 
dumbwaiters from January 15, 1918 list. 

FrActTors.—The Crew Levick Company, 111 North 
Broad Street, Philadelphia, Pa., quote the Crew Levick 
Fractors, for automobile lamps, at $2.75 each list, sub- 
ject to discount of 30 per cent to retajl trade. 


LINSEED O1L.—There is at present no restriction with 
respect to or affecting ship tonnage in which to bring 
flaxseed from Argentina, which is the only remaining 
available source of supply until the next crop, so far 
as the attitude of the National Government is con- 
cerned, regarding ocean-going bottoms. There was an 
embargo, but not now, the present trouble being that 
there is a total lack of vessel room subject to charter 
for the -importation of linseed and consequently no 
business is passing in the movement of raw seed for 
crushers. 

Prices are unchanged at $1.55 per gal. 
brands, and $1.56 in less than 5 bbl. 

State and western oil, raw oil, ranges at from $1.54 in 
carloads to $1.55 per gal. for less than carloads. 

Cuas. Morritu, Inc.—Chas. Morrill, Inc., 100 Lafay- 
ette Street, New York, has advanced the following 


for raw oil, city 


Chas. Morrill goods in each case to a uniform discount 
of 25 per cent, namely: Liquid Soap Dispensers; Box 
Openers; Seal Presses; Nail Pullers; Hand Punches; 
re yang and Bench Stops, all to 25 per cent discount 
rom list. : 


Rait.—The National Manufacturing Co., Sterling, 
Ill., quotes Storm-Proof Rail at $24.00 per 100 ft. 


Rope.—Some rope makers are fairly well supplied 
with fibre and others are hard pressed for lack of it. 
The National Government is urging deliveries of rope 
and manufacturers are giving these demands prefer- 
ence, but even the Government officials are unable to 
expedite the movement of cars. One company has been 
fortunate in having this material east bound from the 
Pacific Coast come through in solid trains with more ex- 
pedition. Other have, say, 500 carloads held up some- 
where between the two oceans, and are unable to work 
to capacity. Most leading manufacturers have scouts 
out along the right of way on the transcontinental line 
all the way to Seattle, San Francisco, etc., keeping tab 
on cars in terminals and on sidings, but the difficulty 
when located is to get them moving. Manufacturers 
are constantly sacrificing their regular business to sat- 
isfy Government needs first, but they cannot make rope 
without hemp. The regular trade, naturally, are anx- 
ious to get supplies and keep urging manufacturers, 
but there is no present help for the situation. There 
appears to be plenty of sisal fibre, coming from Yuca- 
tan, Mexico, which looks well for the production of 
binder twine, necessary for harvesting cereal crops. 
Prices on all rope are well maintained, with an occa- 
sional weakness but as a general proposition, prices are 
strong. 

Manila rope prices are unchanged as follows: Manila rope, 
first grade, is 33c.; second grade, 32c.; and the third grade, 
28c. base per lb. Manila bolt rope is 38c. base per lb. 

Sisal rope, first grade, is 23c., and second grade 20c. base 
per lb. Hide, bale and hay rope, medium oiled, first grade, 
is 23%c., and second grade, 204%c. base per Ib. 

Tarred lath yarn is, first grade, 23c., and second grade 20c. 
base per Ib. 

SHip AuGERS.—The Snell Manufacturing Company, 
Fiskdale, Mass., quote ship augers (black twist) at 20 
per cent discount. 

SpaRK PiuGs.—A. R. Mosler & Company, Mt. Ver- 
non, New York, quote as follows: Vesuvius Tractor 
Plugs, % in. x % in. long and % in. x % in. long, 
metric, each 85c. Plugs % in. x % in. long, % and % 
in. extra long each $1.10. 

TOILET CLIPPERS.—The Coates Clipper Mfg. “om- 
pany, Worcester, Mass., represented directly by John 
H. Graham & Co., 113 Chambers Street, New York, has 
advanced the more popular sellers in toilet clippers 
10c. to 15c. per pair. 

WASHING MACHINES.—The Dexter Company, Fair- 
field, Iowa, announces the following revision of prices 
on washing machines as follows, each namely: Dexter 
Double Tub Power, Model 2P $42.50; Dexter Double 
Tub Electric, Model 2E $67.50; Dexter Hand, Model 
DH $11.50; Cruiser Vacuum Hand Power $11.50; Dex- 
ter Electric, Stave leg, Model DE $47.00 each. 

WINDow GLAss.—This line of trade is simply stag- 
nant with practically no business in sight, which is 
described as never so dull in many years. One promi- 
nent house of long standing says that they are not 
handling a tenth of what should be normal at this 
period of the year, when usually they would be fairly 
busy. gage scouting for orders, but come back 
without them. here is very little export trade, and 
manufacturers are not risking much by attempting to 
produce stock that cannot be shipped when made. 
Some factories are said to be reasonably well supplied 
with glass because transportation is cut off and they 
must store it. In one establishment there is the equiva- 
lent of from fifty to sixty carloads ready to be put 
aboard but shipping permits are unobtainable, neither 
are there cars to , Re into. Applications are being 


made for shipping permits constantly without results. 
Consumers, broadly speaking, have ceased to ask for 
concessions because they are not prepared to order. 


Window glass: prices are unchanged as follows, namely : 
The first three brackets, A single thick, 80 per cent; first 


three brackets, B single thick, 82; A and B single, larger 
than the first three brackets, 79 per cent; A double strength, 
all sizes, 80 per cent, and B double strength, all sizes, 82 
per cent. 

WRENCHES.—Bemis & Call, Springfield, Mass., quote 
combination bright wrenches at 25 per cent and com- 
bination black wrenches 30 per cent discount. 
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WIRE NAILS.—Leading jobbers say they are getting a 
little relief through appreciable quantities of nails 
shipped by leading mills, but that they are going out 
about as fast as they are received. In one instance, sev- 
eral cars arrived with a total of upwards of 2000 kegs. 
Because of increased supplies, distributors in the trade 
were notified that they could send for a portion of the 
goods so long back ordered, which led to the delivery of 
more kegs in two days late last week than during the 
whole month previous. Obviously there was nothing to 
be gained by sending for nails that could not be de- 
livered, but the situation is better now. This meant 


CHIC 


Office of HARDWARE AGE, 
Chicago, April 2, 1918. 


HE general improvement in business throughout the 

Chicago territory has been very marked during the 
past two weeks. Both in the city proper, and in the 
smaller towns the retail merchants are doing a heavy 
business and turning out more merchandise than for 
some time. The weather has been mild and open, with 
the result that seasonable spring merchandise has been 
in constant demand. Retail stores are now selling large 
quantities of garden tools, shovels, spades, rakes, hoes, 
etc., and seeds are going out with practically every 
order. Farmers are preparing to enter vigorously into 
the spring work, and are reported to be buying machine 
repairs, nuts and bolts, barb wire, paints, rope and 
similar items in good volume. In the fruit growing 
sections, the merchants are now selling spray materials, 
pumps, hose and nozzles, budding and grafting knives, 
and tree trimming tools. 

The country roads are opening up in fine shape, with 
the result that automobile sundries are moving freely. 
There is also a growing demand for bicycle repairs and 
accessories of various kinds. Dealers report that the 
heavy snow and ice of last winter, necessitated the use 
of tire chains on motor cars and trucks for so long a 
period that many tires show chain cuts. This is just 
beginning to be noticeable in increased sales of auto- 
mobile and truck tires. 

The announcement: that the agreed prices on iron and 
steel products will be continued for another three 
months has had the effect of quieting rumors of price 
advances in steel lines, although some disappointment is 
manifested over the fact that the limit was not made 
six months. No items were advanced, and reductions 
of one dollar per ton were allowed on basic pig iron, 
Bessemer iron and heavy melting scrap. It is said that 
the War Industries Board is frankly in favor of lower 
prices in steel lines, but the poor showing made by the 
steel companies in the first two months of the year 
prevented any general reduction. Jobbers believe that 
the new agreement will mean the stabilizing of present 
prices on finished steel products. 

Business in builders’ Senduae lines is very light in 
most parts of the Chicago trade territory, although it 
is rumored that a plan is underway to build up sales 
through the re-hardwaring of old buildings. Some local 
dealers have already tried out the plan with fair 
success. 

In spite of the fact that building is practically at a 
standstill, sales of paint are remarkably good. This 
fact is attributed to the large number of buildings left 
unpainted last season, which now require the protec- 
tion of a coat of paint. With the high prices of linseed 
oil and other producing costs, paint seems due to ad- 
vance in the near future. 

_The wire products situation is a peculiar one in this 
vicinity. Jobbers are short of both wire and nails, and 
are forced to limit shipments to the retail dealers, At 
the same time reports from Pittsburgh district hint 
that unless the demand for wire and nails gets heavier, 
there may be some shading of prices. It would appear 
that the difficulty lies with the shipping facilities, as 
the makers are claiming adequate stocks at the mills. 
Unless the shortage of cars is relieved, the local condi- 
tion is not likely to change for the better. 

Collections are reported to be better than fair, while 
cash sales over the retail counter are above normal. 


AMMUNITION.—There is not a great deal of current 
business in ammunition at this time. The booking sea- 
son is virtually over, with results that are more than 
satisfactory to the jobber. In only a few sections of 
this territory was any ammunition carried over, and 
in those sections orders were naturally light this year. 
In all other sections the orders were in excess of those 
Sent in last season. Dealers in this territory are re- 
ported to be fairly well covered for the season’s needs, 
and are expecting a good business. The manufacturers 
of ammunition are said to be very busy on Government 


‘ verted to use on Government contracts. 
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many orders held up as retailers could not be supplied 
from other sources. 

Wire nails in store are still $4.40 and carted by the jobber 
$4.45 base per keg. 

Cut NaiLs.—There are more inquiries on the market 
from both domestic and foreign sources, with stocks of 
cut nails very light:and mill shipments only fair. There 
is a better demand from foreign houses especially those 
buying for West Coast South America markets where 
the call is more insistent for supplies. 

Cut nails, in store are $5.20 and delivered by the jobber 
within carting limits $5.25 base per keg. 


AGO 


orders, with the result that they are not turning out 
any great quantities for domestic use. Shortages may 
develop after the hunting season opens. 


We quote from jobbers’ stocks, f.o.b. Chicago: No. 22 short 
semi-smokeless, $5 per thousand; No. 32 short, rim fire, semi- 
smokeless, $11.75 per thousand; No. 22 long, semi-smokeless, 
$6 per thousand; No. 32 long, semi-smokeless, rim fire, $13.50 
per thousand. Above prices subject to 20-6 per cent discount 
Prices on shells are as follows: Peters’ Target, smokeless, 4 
drams powder, 1% ounces shot, 1 to 10, $48 per thousand; 
Peters’ Referee, semi-smokeless, 3 drams powder, 1 ounce 
shot, 1 to 10, $37 per thousand. Discount 20-5 per cent. 


AxEsS.—There is a very apparent shortage of axes, 
due to the extremely heavy demand of last fall and 
winter, which has extended to the present time. Much 
of this demand is due to the Government demand for 
certain kinds of timber, and to the increased use of 
wood as fuel. An advance has been scheduled to take 
effect July first, and retailers have been given suggested 
resale prices to apply at that time. The market is very 


firm. 

We quote from jobbers’ stocks, f.o.b. Chicago: First qual- 
ity, single bitted axes, $13 per doz.; double bitted, $17 per 
doz.; Kelly’s Standard bronze and black axes, base weights, 


$1 per doz. higher. 

AUTOMOBILE CASINGS.—Rumors are current to the 
effect that an advance on practically all makes of stand- 
ard automobile casings will appear very soon. Some 
jobbers are even now advising the trade that they are 
not in position to accept orders for future delivery at 
present prices. Fabric and chemical prices seem to 
warrant the proposed advance on casings. 

Bars.—No change of note has appeared in the bar 
situation, since our last report. The shortage is ap- 
parently very acute, with large quantities being di- 
Manufacturers 
of strictly domestic lines are said to be hard pressed 
to get supplies. There is a very light retail demand, 
the bulk of the sales going to manufacturing plants. 
Prices are unchanged. 

We quote from jobbers’ stocks, f.o.b. Chicago: 
bars, $4.10 per 100 lb.; bar iron, $4.10 per 100 Ib. 

BALE TIES AND WIRE.—There is some buying of bale 
ties and baling wire for future delivery, but the job- 
bing season is pretty well over. Retail sales are natur- 
ally light at this time, as there is nothing to bale ex- 
cept marsh hay and other packing material. All re- 
ports indicate that the coming season will witness 
heavier sales of this line than almost any period of the 
past. Jobbing stocks are comparatively light, and 
shipments are very uncertain. Prices remain at the 
figures of last week. 


Soft steel 


We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
Bale ties, 60-10-10 per cent off standard list; half sizes, 7% 
per cent less; plain annealed wire, No. 14, $4.35 per 100 Ib., 


No. 15, $4.45 per 100 Ib.; No. 16, $4.55 per 100 Ib 
BICYCLE SUNDRIES.—Jobbers report good sales of 
such bicycle sundries as cements, tire fluid, repair kits, 
puncture closers, oils, enamels, rims, spokes, tires and 
tubes. The season for bicycling is opening somewhat 
earlier than last year, and retail sales are in excess of 
those of the corresponding period in 1917. Prices in 
several items are higher than those of last season. 

BARB WIRE.—Reports from the mills indicate that 
the production of barb wire has materially improved, 
but the scarcity of cars is preventing deliveries to the 
jobbing houses. On the other hand, the demand is in- 
creasing as the mild weather allows the farmers to get 
busy with fence repair work. In some parts of the 
country where the crops of 1917 were light, the demand 
is below that of last spring, but in most localities, sales 
are heavy. There is also said to be a heavy demand in 
parts of the South. The new demand on the makers 
is reported to be falling off, although the Government 
is still a heavy purchaser. No price changes have been 
reported, and no immediate change is expected. 

We quote from jobbers’ stocks, f.o.b 
barb wire in less than carload lots, $4.40 per 
vanized, $5.10 per 100 Ib. 

BUTCHER KNIVES.—Butcher knives and other forms 
of kitchen cutlery were never in greater demand at this 
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season of the year, than they are at the present time. 
Jobbers attribute this in part to the fact that many 
retailers were unable to get adequate supplies last sea- 
son, and are now anticipating their requirements for 
fall. Much of the demand is also due to the Govern- 
ment activities, and to the heavy employment of labor. 
Searcity of material and skilled workmen is seriously 
curtailing the output of the manufacturers, and there 
is little to indicate that the situation will materially im- 
prove for months to come. Jobbers expect shortages to 
appear in several lines in the near future, as their 
stocks are far below normal. Prices are very strong, 
with a decided upward tendency. 

Butcher knives with coco-bolo handles, 6-in. 
per doz.; 7-in. blade, $5 per doz.; 8-in. blade, ] 
with ebony handle, 6-in. blade, $4.75 per doz.; 7-in. blade, 
$6.25 per doz.; 8-in. blade, $6.60 per doz.; 10-in. plade, $11 
per doz.; 12-in. blade, $14.50 per doz.; 14-in. blade, $18 per 
doz.; beechwood handle fastened with 3 saw screw brass 
rivets, 6-in. blade, $3 per doz.; 64%4-in. blade, $3.85 per doz. ; 
7-in. $4.30 per doz.; 8-in. blade, $5.20 per doz.; 9-in. 
blade, 5.75 per doz.; 10-in. blade, $8.25 per doz.; 12-in. 
blade, $11.25 per doz.; 14-in. blade, $14.50 per doz. 

BABBITT METAL.—The fact that so many small fac- 
tories and shops are running to full capacity is re- 
sponsible for heavy retail sales of babbitt metal. There 
are rumors of a coming advance, and current prices are 
very firm. ; 

We quote from jobbers’ stocks, f.o.b. Chicago: 
babbitt metal, 1344c. per lb.; Cruso brand, 16c. per Ib. ; 
brand, 19c. per Ib.; Revenoc, 22c. per Ib. 

BUILDING PAPER.—The demand for building paper in 
the Chicago district is very light, and there is little to 
indicate that sales will improve very materially, as no 
building of any consequence is in progress. Prices are 
unchanged. 

We quote from jobbers’ stocks, 
sheathing paper, 20 lb. rolls, 54e. 
per roll; 30 lb. rolls, 8le. per roll. 

CuT NAILS.—With the exception of a few kegs of 
cut nails in odd sizes, local jobbers have no stocks on 
hand. No business is solicited, and most of the orders 
that come are of necessity turned down. The normal 
demand in this territory for cut nails is very light. 

ALARM CLocKs.—The demand for alarm clocks seems 
to increase rather than abate, although the sales have 
been exceptionally heavy for several months. The un- 
usually heavy employment of labor is in part responsi- 
ble for the increased demand. Many of the larger in- 
dustries are now working three 8-hr. shifts, which 
causes the workmen to start their labors at unaccus- 
tomed hours, necessitating the use of alarm clocks. New 
help on the farms, of men not accustomed to early ris- 
ing is also having its effect on the demand. Many clocks 
are also being sold to members of the new National 
Army, in the cantonment camps, and it is reported that 
the American army in France is creating a demand 
from that source. The makers are behind with oraers, 
and present ruling prices are firm. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
The American alarm clock in less than dozen lots, $11.04 per 
doz.; in dozen lots, $9.67 per doz.; in case lots of 4 dozen, 
$9.43 per doz.; Lookout alarm clocks, less than dozen lots, 
$12.61 per doz.; dozen lots, $12.24 per doz.; case lots of 2 
doz., $11.88 per doz.; Tattoo alarm clocks, dozen lots, $18.24 
per doz.; case lots of 50, $17.52 per doz.; The Slumber 
Stopper alarm clock, dozen lots, radium dials, $23.04 per doz. : 
Big Ben alarm clocks, $2 each; Baby Ben alarm clocks, $2 
each. 

CLIPPING AND SHEARING MACHINES.—The booking 
season for clipping and shearing machines is practically 
over, although jobbers report some orders still coming 
in. Retailers are now selling these articles in good 
volume, and it is reported that the increase in sheep 
raising on the farms is creating a much heavier de- 
mand for the shearing machines. It is claimed that the 
shearing machine allows a saving in wool over the old 
hand sheep shears, and with the present high prices 
of wool, this is an important argument in favor of sales. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
Stewart's No. 1 ball bearing horse clipping machine, $8.75 
each, list; Stewart's No. 8 sheep and goat shearing machine, 
$11 each, list; No. 9, $12.75 each, list. Discount 25 per cent. 
Coates No. 179 hand horse clippers, $1.20 per pair; Coates 
No. 129 (Newmarket) clippers, $1.65 per pair; Coates No. 71 
fetlock clippers, $1.05 per pair. 

HAND TOILET CLIPPERS.—There has been an excep- 
tionally heavy call for hand toilet clippers for some 
time past, and the advent of warmer weather is ex- 
pected to still further increase the demand. The larg- 
est sales to date have been in the localities where there 
are army cantonments, and in the mill and factory dis- 
tricts. Heavy sales in the country districts will prob- 
ably appear later. Jobbers report pronounced short- 
ages in several lines, and the factories are said to be 
behind with their orders. Very few retail stores have 
adequate stocks. Prices are strong. 

We quote from jobbers’ stocks, f.o.b. 
Yankee clipper, $1.05 each; Khedive, 
$1.58 each. 
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Door Mats.—Jobbers report fair sales of door mats, 
but retail sales are light at this time, due to the clear 
open weather. Spring rains will no doubt speed up 
sales over the retail counter. Reports from jobbing 
houses are to the effect that sales during the winter 
were heavy, leaving stocks in a more or less broken con- 
dition. Since that time shipments from the factories 
have been very slow, and stocks are still below normal, 
Prices remain at the figures of last week. 

We quote from jobbers’ stocks, f.o.b. Chicago: Galvanized 
steel wire mat, 16 x 24, $6.50 per doz.; 18 x 30, $8 per doz. 
22 x 36, $11 per doz. Flexible galvanized cold rolled steel 
mats, 16 x 24, $10.35 per doz.; 18 x 30, $14.30 per doz.; 22 
x 36, $21 per doz.; 26 x 48, $34.65 per doz, 

EAVES TROUGH AND GUTTER PIPE.—Jobbers are ex- 
pecting an advance in the prices of eaves trough and 
gutter pipe in the near future. The increase is said 
to -be about 5 per cent. Retail sales have picked up 
some during the past few weeks, but are naturally light 
as compared to those of last year, as building oper- 
ations are practically at a standstill. The freight 
situation is greatly retarding shipments, and jobbing 
stocks are light. 

We quote from jobbers’ stocks, f.o.b. Chicago: 29-gage, lap 
joint eaves trough, 5-in., $6 per 100 ft.; 29-gage conductor 
pipe, 3-in., $6.30 per 100 ft. 

Foop CHopPpers.—Orders for food choppers to be 
shipped at a later date are coming in freely, and there 
is a tendency on the part of both retailers and jobbers 
to expect a heavy demand during the summer and fall. 
No actual shortages have developed as yet in this line, 
but lack of shipping facilities has had the effect of 
keeping down jobbing stocks. Prices are reported to be 
very firm, and advances later in the season, would 
prove no surprise to jobbers. 

We quote from jobbers’ stocks, f.o.b. Chicago: Universal 
food chopper No. 0, $12.60 per doz.; No. 1, $15.50 per doz.; 
No. 2, $18.90 per doz.; Enterprise No. 501, $14.70 per doz. ; 
No. 602, $18.90 per doz.; No. 703, $25.20 per doz. 

FILES.—The demand for files continues strong, with 
a tendency to increase rather than decrease. Stocks 
of both jobbers and retailers in this section are in a de- 
pleted condition, with some sizes entirely sold out. The 
new demand seems to be coming from the agricultural 
sections, where the farmers are preparing for spring 
work, and where there is more home building under way 
than in the cities. The factory and shop demand is ap- 
parently as heavy as ever. No change in prices has 
been reported. 

We quote from jobbers’ stocks, f.o.b. Chicago, the following 
discounts from list: Nicholson files, 50-10-2%; New Amer- 
ican, 60-74%; Disston, 50-10-5; Black Diamond, 50-10. 

GARDEN TooLs.—There is every indication that gar- 
den tools will sell even more freely this year, in the 
vicinity of Chicago, than they did last season. Every- 
where in the city proper and in the adjacent towns, 
movements are under way to increase the garden move- 
ment, and to put every bit of available vacant ground to 
work raising foodstuffs. Orders taken early in the 
season by the jobbers were very heavy, and have for 
the most part been filled. Shortages in jobbing stocks 
are already in evidence. Retail sales are commencing, 
sales of shovels, spades and rakes being already heavy. 
There are rumors to the effect that prices will advance 
before the close of the season, and it is very probable 
that there will be shortages in several lines. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 

Spades.—In half dozen lots, D handle, No. 2, size of blade 
7% x 12, $11.25 per doz.; in half dozen lots, long handle, 
$10.75 per doz. ; Greenleaf’s D-handle spades, No. 2, $12 per 
doz.; Greenleaf’s long spade, No. 2, $12 per doz.; Spading 
forks, D handle, 4-tine, No. 043, $9.25 per doz, 

Surface Edge Cutters.—9 x 5, $7 per doz.; 
mers, $8.40 per doz. 

Garden Trowels.—One piece steel, 90c. per doz. ; polished 
steel with riveted shank, 6 in., 95c. per doz.; 7 in., $1.05 
per doz.; 8 in., $1.15 per doz.; solid socket tempered steel, 
6 in., $6.20 per doz. 

Rakes.—Solid steel rakes with polished —_— and gray 
teeth, 12 in., $8 per doz.; 14 in., $8.60 per doz.; 16 in., $9.25 
per doz. Malleable iron rake with curved teeth, 10 in., $2.85; 
12 in., yA 10 per doz.; 14 in., $3.40 per doz. ; 16 in., $3.60 per 
doz. Malleable wrench with straight steel teeth, 12% in., 
$4.75 per doz.; 14% in., $5.15 per doz.; 16% in., $5.50 per 
don. Wire tooth long rakes, 24-tooth, $5.25 per doz. ; 28-tooth, 
$7 per doz. Ole Olson lawn rakes bent head or straight head, 
26-tooth, $5.60 per doz.; wooden hay rakes, 20-tooth, $4 per 
doz. ; 10-tooth, $3 per doz. Gem Dandelion rake for every- 
thing but leaves, 16 in., $17.50 per doz.; 24 in., $22 per doz 

Garden Hoes.—High-grade razor steel welded to a_ soft 
steel back and will always keep sharp, all sizes at $8.25 per 
doz. Solid socket, cast steel with polished blade. 6 to 8 in. 
No. 12, $6.85 per doz.; No. 13, $5.75 per doz. Blued finish 
hoes, 7% in. blade, 4%4 ft. handle, riveted shank, $5.75 per 
doz. Blued finish hoes, 7% in. blade, 4% ft. handle, socket 
shank, $6.75 per doz. 


GARDEN HoseE.—Advance sales of garden hose have 
been fairly heavy this year, and the demand for im- 
mediate shipment is said to be in excess of that last 
spring. The scarcity of cotton fabric, which enters 
largely into the composition of the better grades of 
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hose, is expected to curtail production. It may also 
cause price advances before the season is very far 
along. Jobbing stocks are in fair condition only. 

We quote from jobbers’ stocks, f.o.b. Chicago: %-in. 3-ply 
Competition hose, 8%c. per ft.; %-in. 4-ply hose at 1244c. 
per ft.; 4-in. 4-ply hose at 10c. per ft.; also a good %-in. 
5-ply hose at 10%4c. per ft.; Y%4-in. at 9c. per ft. A better 
grade of %-in. 4-ply at lic. per ft.; %-in. at 13%c. The 
white cotton covered %-in. at llc. per ft. 

GLass.—The window glass situation shows little if 
any change. Domestic business is naturally very light, 
the heaviest sales going to the Government and to in- 
dustrial plants. Both skilled and common labor is much 
higher than formerly, and the cost of production has 
grown greatly. With the advent of warm weather the 
situation will undoubtedly be worse, as many of the 
glass furnace workers will take up more congenial work 
at that time. Stocks of retailers and jobbing houses in 
this section are comparatively light, and even with the 
light demand, some shortages are expected to appear. 
Prices have advanced slightly since our last report. 

We quote from jobbers’ stocks, f.o.b. Chicago: Single 
strength A, first three brackets up to 50-in., 80 per cent off; 
above the third bracket, 79 per cent off; single strength B, 
first three brackets, 82 per cent off; all sizes of double 
strength A, 80 per cent off. 

GuNns.—There is still a good volume of orders for 
guns, to be delivered at a later date, reaching the job- 
bers, but the demand for immediate shipment is com- 
paratively light. The scarcity of pistols and revolvers 
appears to be growing and shortages will probably be 
in evidence throughout the year. Gun manufacturers 
are heavily engaged in turning out Government orders, 
and the production for domestic use is light. Jobbing 
stocks are light, and shipments are coming in very 
slowly. Prices are firm with a strong upward tendency. 

We quote from jobbers’ stocks, f.o.b. Chicago: Single 
barrel shot guns, 12 gage, 30 or 32-in. barrel, with plain ex- 
tractor, $6.25 each; with automatic ejector, $6.60 each; 12 
gage double barrel shotguns, with hammer, $12.75 each; 
hammerless, $15.50 each. 

GALVANIZED TuBs.—There is a normal domestic de- 
mand for galvanized tubs, but the supply seems to be 
— than usual. At any rate, shipments to the 
jobbing houses are behind schedule, with the spring 
demand at hand. Prices are very firm as quoted. 

We quote from jobbers’ stocks, f.o.b. Chicago: Standard 
galvanized tubs, No. 0, $6.95 per doz.; No. 1, $8.55 per doz. ; 
No. 2, $9.60 per-doz.; No. 3, $11.20 per doz. Medium grade 
heavy galvanized tubs, No. 100s, $13.55 per doz.; No. 200s. 
$15.25 per doz.; No. 300s, $16.95 per doz. 

GALVANIZED PaILs.—There is a heavy call for gal- 
vanized pails, many of which are used in the industrial 
centers and at the army camps. The demand for stock 
pails is said to be exceptionally heavy. Jobbing stocks 
are light, and few shipments are coming in. No ad- 
vances have been reported but prices are very firm. 

We quote from jobbers’ stocks, f.o.b. Chicago: Common 
galvanized pails, & qt., $2.65 per doz.; 10 qt., $3 per doz.; 
12 qt., $3.30 per doz.; 14 qt., $3.70 per doz.; common gal- 
vanized stock pails, 14 qt., $5.35 per doz.; 16 qt., $5.85 per 
doz.; 18 qt., $7 per doz.; 20 qt., $7.95 per doz. 

HANDLES.—There is a decided scarcity of axe, pick, 
hammer, sledge and other tool handles, and the same 
thing is true with regard to fork, rake, shovel and 
similar handles. The causes for the shortage are many. 
The Government is said to be in the market for all the 
available hickory. timber, and the high cost of produc- 
tion is reported to have forced many of the smaller 
handle concerns out of business.. There is nothing to 
indicate that the situation will materially improve for 
some time to come. Prices are advancing regularly. 

Horse CoLuLars.—Reports from jobbers indicate a 
good demand for horse collars, both in the cities and 
the farming districts. The better grades of heavy 
collars are most in demand. Prices are higher than 
those of last season. ‘ 

We quote from jobbers’ stocks, f.0.b. Chicago: No. 48, half 
Sweeney collars, ail russet leather, 23-in., $70.50 per doz. ; 
24-in., $78.30 per doz.: No. 30. imitation black Scotch leather. 
reinforced throat, 23-in., $52.90 per doz.; cheaper collars 
from $10 per dozen up. 

_Kippie Kars.—There is a very decided call for Kid- 
die Kars, coaster wagons, and similar propelling toys, 
both for immediate shipment and for later delivery. 
Prices are same as last quoted. 

We quote from jobbers’ stocks, f.o.b. Chicago: No. 1 Kiddie 
Kars, $8.40 per doz.; No. 2, $12.60 per doz.: No. 3, $16.80 
per doz.; No. 4, $21 per doz.; No. 5, $25.20 per doz 

LINSEED OIL.—No price advances on linseed oil have 
appeared now for two weeks, and the immediate apex 
seems to have been reached. The domestic demand has 
been somewhat heavier since the advent of open 
Weather, but it is the shortage of flaxseed, rather than 
the demand for oil, which is back of the present high 
Prices. Reports indicate that there is very little seed 
in the hands of speculators at this time, while em- 
bargoes are preventing shipments from South America. 
Prices appear to be firm, 











103 


We quote to retailers, f.o.b. Chicago: Strictly pure, old 
process linseed oil, in carload lots, raw, $1.54 per gal.; boiled 
$1.55 per gal.; in single barrel lots, raw, $1.59 per gal.; 
boiled, $1.60 per gal. 

LANTERNS.—Sales of lanterns are falling off some 
owing to the longer hours of daylight, but are in fairly 
good volume. Stocks are still below normal on account 
of the heavy winter demand and the lack of shipping 
facilities. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
No. 242 tubular, $7.50 per doz.; the large size cold blast, No. 
2. $11.50 per doz.; No. 299, tubular dash lantern, $10.25 per 
doz. 

LACE LEATHER.—There is a heavy demand for lace 
leather from factory sources, and an increasing de- 
mand from the farmers, where it is used in connection 
with gasoline-engine-driven farm machinery. Prices 
are higher than last year and the supply is more 
limited. 

We quote from jobbers’ stocks, f.o.b. Chicago: Rawhide 
lace leather, %-in., $1.65 per 100 ft. 

NuTsS AND BOoLTs.—Reports from the mills indicate 
that the new demand for nuts and bolts is very light at 
this time. It is also reported that the makers are in 
some cases selling at prices under the discounts set by 
the Government. The demand from Government 
sources is only fairly heavy. Retail sales are growing 
as warmer weather approaches, the principal buyers 
being the farming classes. No price changes are re- 
ported from local jobbers. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
Machine bolts, up to % x 4 in., 40-10 per cent discount: 
larger sizes, 30 per cent discount; carriage bolts up to % 
x 6 in., 40 per cent discount; larger sizes, 25 per cent dis- 
count; hot pressed. nuts, square or hexagon, $2 off per 100 


Ib.; lag serews, 50 per cent discount; washers, $3 off per 
100 Ib. 
O1Ls.—Wholesale prices on single barrel lots of oils 





in iron barrels are as follows, f.o.b. Chicago: 

Perfection kerosene, 10%4c. per gal.; standard white, 10%c 
per gal.; gasoline, 2lc. per gal.; naphtha, 20%c. per gal.: 
machine gasoline, 37c. per gal.; turpentine, 49c. per gal.; de- 
natured alcohol, 80c. per gal. 

PAINTS.—There are rumors that an advance of 10c. 
per gallon on barn paint, and 25c. per gallon on house 
paint will be put in effect in the near future, on account 
of the heavy advances in linseed oil and the increasea 
cost of production. Jobbers report very satisfactory 
sales of paint, despite the dearth of new buildings, the 
farmers being especially good customers at this time. 

We quote from jobbers’ stocks, f.o.b. Chicago: No. 1 house 
paint, $3 per gal.; second grade, $2.50 per gal.; third grade, 
$1.80 per gal. 

Rope.—Rope prices are firmer now than for some 
weeks past. The makers are said to be fairly swamped 
with orders, and in some cases are declining to quote 
on large specifications. Export trade is better and 
manufacturers engaged in Government work are buying 
heavily. Retail trade, particularly among the farmers, 
is growing heavier daily. The fiber situation shows 
little improvement, and transportation difficulties are 
still further retarding rope production. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
No. 1 manila rope, 33%c. per Ib. base; No. 2 manila’ rope. 
3214c. per lb. base: No. 3 manila rope, 28%4c. per Ib. base; 
sisal rope, No. 1, 23%4c. per Ib.; No. 2, 20%c. per Ib. 

PouLtrRY NETTING.—Poultry netting sales are grow- 
ing in volume daily, and bid fair to exceed those of last 
year in this locality. High prices for eggs and poultry 
are said to be inducing farmers to go more heavily into 
the poultry business, with consequent heavier netting 
sales. Jobbing stocks are light, as the scarcity of cars 
is seriously interfering with shipments from the mills. 

We quote from jobbers’ stocks, f.o.b. Chicago, poultry net- 
ting as follows: Galvanized before weaving, 50 per cent dis- 
= galvanized after weaving, 45 per cent discount from 
ist. 

PuTTY AND GLAZIERS’ POINTS.—There is little de- 
mand for putty and glaziers’ points, and the call has 
been far below normal throughout the past six months. 
Sales have improved slightly in the past few weeks, 
but are still unsatisfactory. No price changes have 
been reported. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows 
Putty, in 100-lb. kits, $3.35; glaziers’ points, No. 1, large 
No. 2. medium and No. 3 small, 1 doz. in a package, 60c¢ 
per doz. packages. 

ROASTERS.—Local jobbers report that prices on 
roasters have taken an advance of from 10 to 15 per 
cent recently. Orders for future shipments are coming 
along in good volume, and the season’s sales are ex- 
pected to be heavy. 

ROLLER SKATES.—The demand for roller skates has 
exceeded expectations of local jobbers, who have been 
temporarily out of certain types for the past two 
weeks. Fair shipments have. just been received, and 
several carloads are reported to be en route. 

We quote from jobbers’ stocks. f.o.b. Chicago: Union Hard- 
ware Co.'s ball-bearing boys’ No. 5S, $1.50 per pair; Union 
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Hardware Co.’s ball-bearing girls’, No. 6S, $1.60 per pair; 
Union Hardware Co.’s common roller skates with strap, 
No. 2, 45c. per pair; Union Hardware Co.’s common skates 
with clamp, No. 3, 50c. per pair. Barney & Berry’s boys’ 
ball-bearing extension skates, No. 1966, $1.50 per pair; Bar- 
ney & Berry's ball-bearing girls’ extension skates, No. 1968, 
$1.60 per pair; Barney Berry’s ball-bearing extension 
child’s skates, No. 1948, $1.70 per pair; Barney & Berry’s 
common boys’ skates, No. 1951, 50c. per pair; Barney & 
Berry’s common girls’ skates, No. 1953, 55c. per pair. 

Razors (Old Style).—Old style, open blade razors are 
still in good demand, with a very limited production. 
Formerly much of this stock was imported from Eng- 
land, Germany and Sweden, but shipments from these 
places are now stopped. American cutlery concerns are 
not equipped to meet the extra burden at this time, 
and jobbing stocks are badly broken up. Price advances 
are to be expected 

We quote from jobbers’ stocks, f.o.b. Chicago: Full hollow 
ground open blade razors, square point, flat rubber handles, 
$17.25 per doz.; three-quarters hollow ground, square point, 
oval rubber handles, $14.75 per doz. 

Razors (Safety).—There seems to be an ever in- 
creasing call for safety razors, due to the National 
Army and to the heavy employment of labor. The 
Government is reported to have placed large orders in 
the last month, and many manufacturing concerns are 
behind with their orders for domestic trade. Increased 
costs of barber work is said to be a factor in increasing 
sales in the larger cities. 

We quote from jobbers’ stocks, 
Gillette, $45 per doz.; Auto-Strop, $45 per doz.; Gem in one 
dozen lots, $8.40 per doz.; 3 dozen lots, $8 per doz.; 12 dozen 
lots, $7.50 per doz. Ever-Ready, in one dozen lots, $8.40 per 
doz.; 3 dozen lots, $8 per doz.; 12 dozen lots, $7.50 per doz 

RAZOR BLADES. (Safety).—With the heavy sales of 
safety razors, it is natural that the demand ‘for blades 
should show a decided increase. Jobbers report heavier 
sales at this time than ever before, many going to the 
districts where there are cantonments, and to the indus- 
trial centers. Country sales are also showing a rapid 
growth. 

We quote from jobbers’ stocks, f.o.b. 
1 doz. sets, 7 blades to a set, $3 per doz. sets; Ever-Ready, 
one card containing 1 gross blades, one-half dozen to a pack- 
age, 24 packages to the card, for $5.28. Gillette and Auto- 
Strop, 75c. per package of 12; 38c. for package of 6. 

SNow SHOVELS. smen are taking orders 
for snow shovels for delivery after July first, Novem- 
ber first dating, but no prices are quoted. Orders are 
said to be satisfactory. 


SAND PAPER.—Sand paper sales are fair and improv- 
ing daily. This improvement is attributed to the fact 
that open weather has facilitated repair work. Stocks 
are in good condition. 

We quote from jobbers’ 
No. 1 sand paper, best grade, 
$5.40 per ream. 


f.o.b. Chicago, as follows: 


Chicago: Gem in 


stocks, f.o.b. Chicago, as follows: 
$6 per ream; cheaper grade, 


retail demand for screws is growing, 
particularly in the farming sections. Reports from 
manufacturers are to the effect that the bulk of the out- 
put at this time is going to manufacturers engaged on 
Government contracts. Jobbers report slow shipments, 
with stocks somewhat below normal. 

We quote from jobbers’ stocks, f.o.b. Chicago: Flat head 
bright screws, 75-10 1-10 ; round head blued. 70-10-10; flat 
head brass, 421%4-10-5; round head brass, 40-10-5. 

SOLDER.—The demand for solder is heavier than for 
some time past, due to the large amount of repair work 
going on. Recent price increases have been taken by tne 
jobbers, and are firmly held. 

We quote from jobbers’ stocks, f.o.b. Chicago: Warranted 
half and half solder, 52c. per lb.; No. 1 plumbers’ solder, 
50%c. per Ib. 

STEEL TrRAps.—The steel trap season is over, but 
salesmen are taking orders for future delivery at prices 
higher than those in force last Fall. Sales were very 
heavy last winter, and will probably continue strong 
during the next season. 

We quote from jobbers’ stocks, f.o.b. Chicago: woah on, 
No. 0, $1.27 per doz.; No. 1, $1.50 7’ doz. ; No. $2.25 
per doz.; No. 2, $3.16 per doz.; No. 3, $4.20 per doz. ; No. 4, 
$4.96 per doz 

Oneida Jump Traps: No. 


» $1.74 per doz.; No. 1, $2.04 per 
doz.: No. 1%, 


$3.05 per he No. 2, $4.48 per doz.; No. 3, 
$5. 95 per doz.; No. 4, $7.01 per doz. 

Saws (Cross-Cut and Wood).—Jobbing salesmen 
report a good volume of orders for both cross-cut and 
wood saws for next fall. The demand for both types 
was heavy during the season just passed, and dealers 
expect a similar demand for next season. 

We quote from jobbers’ stocks, f.o.b. Chicago: 
2-man. hollow back, with amon. tooth, 
$1.40 each; No. 544, $1.55; No. $1.68; No. 6% 
2"-man crown pattern, common teotk Disston, No R 
each; No. 4%, $2.35; No. 5, $2.55: No. 5%, $2.80; 
$3. Disston’s One-man, No. 23 pattern, No. oy, » $1.57 
No. 3, $1.90; No. 3%, $2.20; No. 4, $2.50; aie, 4%, 

No. 5, $3.15." 

Buck Saws.—Best grade. $13.20 per doz.; 

per doz.; cheap, $7.90 per doz. 


Cross cut, 
E-8 Disston. 


Medium, $19.20 
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STEEL SHEETS.—The makers of steel sheets are busy 
filling old contracts and in most cases are unwilling 
to accept new business. Stocks of jobbers are very 
light, although orders are still being filled. The local 
demand is light. Prices are firm as quoted. 

We quote from jobbers’ stocks, f.o.b. Chicago, as follows: 
28-gage galvanized sheets $7.70 per 100 Ib.; 28-gage black 
sheets, $6 per 100 Ib. 

SASH WEIGHTS.—There is a very light demand for 
sash weights, although it has been somewhat better 
during the past two weeks. Foundries are not making 
any large quantities, and despite the light demand, 
local jobbing stocks are much below normal. 

We quote from jobbers’ stocks, f.o.b. Chicago: Sash weights, 
in ton lots, $39 per ton; in smaller lots, $40 per ton. 

SasH Corp.—The demand for sash cord is showing 
some gain, but is naturally lighter than last year. The 
cost of production has increased greatly in the last few 
months, and the production is said to be much less. 
Prices of local jobbers have been advanced sharply. 

We quote from jobbers’ stocks, f.o.b. Chicago: Best grade 
Silver Lake sash cord, No. 7, $18.15 per doz.; best grade 
Samson cord, No: 7, $18.40 per doz.; Revenoc, No. 7, $11.50 
per doz, 

SEINE TWINE.—The demand for seine twine is in- 
creasing daily, the sales going mainly to lake and river 
points, where it is used for mending nets and for river 
fishing. In some sections it is also in demand for wrap- 
ping purposes. Prices are firm. 

We quote from jobbers’ stocks, f.o.b. 
42 seine twine, 60c. per Ib. 

Tacks.—The call for tacks is much more noticeable 
at this time, due to the fact that the spring moving 
season is now starting. Prices are same as for some 
time past. 

We quote from jobbers’ stocks, 
ers’ tacks, 6 0z., 25-lb. boxes, 17c. 
6 oz., 25-lb. boxes, 16%4c. per Ib. 

Tin PLaTeE.—There is nothing new to report on the 
tin plate situation. The mills are said to be very busy 
turning out tin plate for making cans to hold the com- 
ing season’s crop of fruit and vegetables. Demands from 
Government sources are also being filled. The ware- 
houses at the mills are said to contain large quantites 
of tin plate, which cannot be shipped because of the 
scarcity of cars. The local demand is only fair. 


We quote from jobbers’ stocks, f.o.b.. Chicago, as follows: 
IC coke tin, 20 x 28, 180-Ib. boxes, $19.90; 200-Ib. boxes, $20: 
14-Ib. boxes, $20.25; IC Mohawk tin, 20 x 28, $214-lb. boxes, 
22.90; IC Calvin tin, 20 x 28, 214-lb. boxes, $26.75; IX tin. 
270-Ib, boxes, coke, $22.80; Mohawk, $26; Calvin, 


Chicago: Sizes 15 to 


f.o.b. Chicago: Upholster- 
per lb.; bill posters’ tacks, 


2 
$: 
$30.75, 

TIRE CHAINS.—Jobbing salesmen are turning in 


20 x 28, 


good orders for tire chains, both for immediate and 
future shipment. Retail stocks were pretty well cleaned 
up in this section, during the winter, and dealers are 
now attempting to get them back to normal. 

We quote from jobbers’ stocks, f.o.b. Chic ago: Weed tire 

chains, 30 x 3%, $3.76 per pair; 32 x 3%, $4.10 per pair; 
35 x 4, $5.60 per pair. Rid-O-Skid tire chains, 30 x 3%, $2.30 
per pair; 32 x 3%, $2.40 per pair; 35 x 4, $2.85 per pair. 
Weed cross chains, No. 3, $4 per 100; No. 3%, $5.30 per 
100; No, 4, $6 per 100; No. 4%, $6.65 per 100; No. 5, $8 per 
100; No. 5%, $10 per 100. 
' TENTS.—There is a very good demand for tents, par- 
ticularly through the western states, while the produc- 
tion is said to be far below normal, due to shortages of 
raw material. Prices are noticeably higher than those 
in effect last year. 

We quote from jobbers’ stocks, 
grade tents with walls, 7 x 9, single duck, 10 oz., $15.50 each; 
S x 10, $16.75; 9% x 12, $27.60. Discount 30-10 per cent 

TACKLE BLOCKS.—Jobbers report a great scarcity of 
common wood and steel tackle blocks, due to the heavy 
demand from Government sources. Jobbing stocks are 
far below normal, just at the time when the local de- 
mand is beginning to make its appearance. 


WaGON CoverSs—The demand for wagon covers is 
fully up to normal, while the available supply is much 
less than usual. This is due to the shortage of raw 
materials, and to the heavy demand from Government 
sources. Prices are very firm. 

We quote from jobbers’ stocks, f.0.b. Chicago: 
grade, 10 x 13, 10 oz., $7.47; 10 x 14, $8.02; 11 x 14, 
11 x 15, $9.65. Discount 30-10 per cent. 

WINDOW VENTILATORS.—The demand for cloth-cov- 
ered window ventilators still keeps up, although the 
heavy sales are usually over by this time. The in- 
creased use of soft coal is said to be responsible for 
the demand. 

We quote from jobbers’ stocks, f.o.b. Chicago: Continental 
cloth-covered window ventilators, No. T 93, $2.85 per doz.: 
No. T 94, a per doz.; No. T 96, $4 per doz.; No, T 153, 
$3.75 per doz.; No. T 154, $4.50 per doz. 

WHITE LEAD. —White lead sales are naturally better 
at this time than through the winter, but they are still 
below those of a similar period of last year. Jobbers 


f.o.b. Chicago: Standard 


Standard 
$9.03; 
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report stocks in good condition, although shipments 
have not been as free gs in normal times. 

We quote from jobbers’ stocks, f.o.b. Chicago: Carter’s 
white lead, in 100-Ib. lots, $11 per 100 lb.; [XL white lead, 
in 100-lb. lots, $9.25 per 100 Ib. 

WirE Naits.—The makers of wire nails report that 
the new demand is only fair, being heavier for wire 
than for nails. Large quantities are said to be piled 
in the warehouses ready for shipment, but the scarcity 
of cars prevents their reaching the jobbers. On the 
other hand, local jobbers seem almost unable to keep 
their customers supplied for immediate use, even 
though retail sales are far below those of normal times. 
Very few retail dealers in this section have adequate 
stocks of nails, and many are almost entirely out of the 
better selling sizes. Jobbing stocks are very light, and 
a limit is still in force on shipments to dealers. This 
condition is expected to materially improve when ship- 
ping facilities get more normal. 

We quote from jobbers’ stocks, f.0.b. Chicago: Common wire 
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nails, $4.25 per keg, base; cement-coated nails, $4.25 per 
keg, base. 

WRAPPING PAPER.—Wrapping paper sales are show- 
ing a marked improvement as the spring trade opens 
up, but deliveries from the factories are so slow as to 
keep down jobbing stocks. Local jobbing prices remain 
at the same figures as for several weeks past. 

We quote from jobbers’ stocks, f.o.b. Chicago: Krafts wrap- 
ping paper, 9\%4c. per lb.; express wrapping paper, 10%c 
per Ib. 

WIRE STRETCHERS.—Wire stretchers are selling freely 
at this time, especially in parts of the country where 
crops were heavy last year. There is also a good de- 
mand from the South, and from the Western stock 
districts. ' 

We quote from jobbers’ stocks, f.o.b. Chicago: O. S. El- 





woods No. 1 stretcher, $9.75 per doz.; No. 2, $9 per doz. 
combination hoist and stretcher, No. 80, $18 per doz.; tackle 
block stretchers, roller bearing, %-in. rope. $13.50 per doz. 
\4-in. rope, $25.50 per doz.: plain bearing, *-in. rope, $12.75 


per doz 


PITTSBURGH 


Office of HARDWARE AGE, 
Pittsburgh, April 2, 1918 


RESIDENT WILSON on March 25 approved the 

recommendations of the War Industries Board on 
iron and steel prices that are to be in effect for the 
three months starting April 1. The only changes 
made in prices were a reduction of $1 per ton on basic 
pig iron or to $32 at furnace, $1.10 per ton on Bessemer 
or to $35.20 at furnace, and a reduction of $1 per ton 
or to $29, Pittsburgh, for heavy steel melting scrap. 

All other prices and extras on iron and steel of all 
kinds that were in effect on first quarter of the year 
were reaffirmed by the War Industries Board and ap- 
proved by the President. The general committee on 
steel and steel products of the American Iron and Steel 
Institute spent a two-day session with the War Indus- 
tries Board at Washington, D. C., going over the iron 
and steel prices, starting in with the ore, coal and coke, 
and then going right down the line of pig iron, semi- 
finished steel and finished steel products from the 
largest to the smallest kind. 

Some Eastern manufacturers of plates and other pro- 
ducers of wire products and other materials made 
strong claims to the War Industries Board that they 
should be allowed an increase in prices in order to meet 
the increase in costs of these products during December, 
January and February by reason of the railroad con- 
gestion and the extremely cold weather that prevailed 
in those months. Some of the steel companies reported 
to the War Industries Board that their costs had gone 
up $6 per ton and more, and they certainly felt that 
they were entitled to some advance in prices on their 
products. However, this argument was met by the 
members of the War Industries Board by statements 
that the high costs in the three months named above 
were brought about by very unusual conditions that 
might never occur again and which, in fact, had 
already largely disappeared. 

The Board argued that it would be unfair to charge 
consumers higher prices for steel products based on 
what it termed was an artificial advance in costs. To 
the plea of the Eastern plate mills that they were en- 
titled to more than 3.25c. for plates, the Board met this 
by authorizing a reduction of $1 per ton on basic iron 
and $1 per ton on heavy steel scrap, these two products 
being bought largely by the Eastern mills and used in 
making plates. The request of the steel producers that 
prices be fixed for six months or over the entire remain- 
ing nine months of this year received very little consid- 
eration. It is known positively that the War Industries 
Board favors lower prices on many iron and steel prod- 
ucts, and probably would have ordered lower prices at 
its recent meeting at Washington only for the fact that 
the steel producers showed absolutely that their costs 
had gone up frightfully in January and February, and 
in order to offset this heavy increase in cost the Board 
decided to allow the prices in effect in first quarter to 
remain in force during second quarter also. 

From the attitude of the War Industries Board it is 
pretty safe to assume that there may be some reduc- 
tions in prices in iron and steel products when the 
Board meets again in the latter part of June to fix 
prices on iron and steel products for the third quarter, 
the present prices expiring by limitation on June 30. 
It is the general opinion that the scrap trade is receiv- 
ing rather a chilly deal and that something will have to 
be done before long to give some aid to the scrap deal- 
ers. As it is now, scrap dealers cannot buy material at 
le. less than the prices which the Government has 





fixed that they must sell it for, so consequently they 
are unable to make any profit. The War Industries 
Board has refused absolutely to allow consumers of 
scrap to pay a commission of 3% per cent to dealers 
who obtain it for them, and thus the last hope of the 
scrap dealers to realize a profit in their business has 
gone. 

General conditions in the hardware trade are without 
any important change. Jobbers are finding it very dif- 
ficult to get prompt deliveries of seasonable goods owing 
to the railroad situation, and also because of the great 
scarcity in the supply of box cars. Jobbers placed 
orders freely some time ago for seasonable goods, feel- 
ing at the time there would be delays in getting deliv- 
ery, and yet even with taking this precaution goods are 
not coming in as fast as needed to fill their orders. 

BoLts, NUTS AND RIveTs.—As noted in our report 
last week, Government discounts on bolts, nuts and riv- 
ets have been reaffirmed without any changes whatever 
to June 30. The new demand from the general trade is 
only fair, but it is reported to be larger than some time 
ago. The Government is still buying fairly large quan- 
tities of bolts, nuts and rivets, a good part of its pur- 
chases being sent abroad to be used in the building of 
hangars and other structure in France. The Govern- 
ment discounts, reaffirmed until June 30, are as follows: 

Large rivets, $4.65 base; 7/16 x 6 in. smaller and shorter 
rivets, 45-10 off list. Machine bolts, h.p. nuts, % x 4 in.: 
Smaller and shorter, rolled threads, 50-10 off list; cut threads, 
50-5 off list; larger and longer sizes, 40-10 off list. Machine 
bolts, c.p.c. and t. nuts, % x 4 in.: Smaller and shorter. 
40-10 off list; larger and longer, 35-5 off list. Carriage bolts. 
% x 6in.: Smaller and shorter, rolled threads, 50-5 off list 
cut threads, 40-10-5 off list; larger and longer sizes, 40 off 
list; lag bolts, 50-10 off list; plow bolts, Nos. 1 , 2, 3, 50 off 
list; hot pressed nuts, square blank, 2.50c. per Ib. off list: 
hot pressed nuts, hexagon blank, 280c. per Ib. off list; hot 
pressed nuts,. square tapped, 2.30c. per Ib. off list; hot 
pressed nuts, hexagon tapped, 2.10c. per Ib. off list; c¢.p.c 
and t. square and hexagon nuts, blank, 2.25c. per Ib. off list 
e.p.c. and t. square and hexagon nuts, tapped, 2.00c. per Ib 
off list. Semi-finished hexagon nuts, % in. and larger. 
60-10-10 off list; 9/16 in. and smaller, 70-5 off list; stove 
bolts, 70-10 off list; stove bolts, 2% per cent extra for bulk: 
tire bolts, 50-10-5 per cent off list. The above discounts are 
from present lists now in effect. All prices carry standard 
extras, ; . ; 

Cut NatLs.—In sympathy with wire mills, the new 
demand for cut nails is only fairly heavy; and it is 
stated some of the mills making cut nails are not oper- 
ating to more than 60 per cent of capacity. The de- 
mand for cut nails from the South is heavier than from 
other sections of the country. The prices quoted below 
on cut nails. it should be understood, are for carloads 
and larger lots, jobbers charging the usual advances 
for small lots from store. 

We quote cut nails in carloads and larger lots at $4 base 
per keg, f.o.b. Pittsburgh, jobbers and retailers charging 
$4.50 to $4.75 per keg in small lots from store. 

IRON AND STEEL BARS.—Mills report that the new de- 
mand for both iron and steel bars is quite heavy, some 
of the larger implement makers having placed large 
contracts lately for delivery over second and third quar- 
ters of this year and against which specifications are 
coming in freely. The mills rolling iron and steel bars 
are sold up for three to four months, and some of the 
larger steel bar mills over practically all of this year 
The prices quoted below are for large lots of iron and 
steel bars, jobbers charging the usual advances for 
small lots from store. 

We quote steel bars rolled from old steel rails at 3c.; from 
steel billets, 2.90c., and refined iron bars, 3.50c., f.o.b. Pitts- 
burgh. 

PLATE GLASS.—Manufacturers and large distributors 
of plate glass have again made a large advance in 
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prices. Discounts have been lowered from 88 to 86 
per cent, this being equal to a general advance in prices 
of 16 2/3 percent. Prices of plate glass have been stead- 
ily advancing since the war started and present prices 
are fully 75 per cent higher than those in effect in 1915. 
In other words, plate glass at a list price of $100 could 
be bought early in 1915 at $8 net, whereas now the same 
glass would cost $14 net. These heavy advances in 
prices of plate glass are due to much higher labor costs, 
the scarcity of fuel and other important factors, all of 
which have had a tendency to put up prices. 

SHEETS.—The new demand for blue annealed, black 
and galvanized sheets is fairly heavy, but most mills 
are sold up for four or five months, and it is said the 
American Sheet & Tin Plate Co. is practically filled 
to October. All the sheet mills got very much behind 
in orders during the railroad congestion and cold 
weather and it will be several months before they are 
able to catch up. The Government is a fairly heavy 
buyer, but most of its large purchases have been made 
and the mills are now filling its orders. The prices 
quoted below on the different grades of sheets are in 
carload lots at mill, jobbers and retailers charging the 
usual advances for small lots. 


Maximum prices on sheets in carloads and larger lots are 
as follows: Nos. 9 and 10 blue annealed sheets at 4.25c., 
No. 28 Bessemer black, 5c., and No. 28 galvanized, 6.25c., 


rolled from either Bessemer or open hearth stock, all f.o.b. 
mill, Pittsburgh, in carloads and larger lots, actual freight 
to point of delivery added. Dealers will charge the usual 
advances for small lots from store. 

TIN PLATE.—Nothing of interest to note in this prod- 
uct. Mills have their product sold up for all of this 
year and are trying their level best to give tin plate to 
the United States Government for perishable food con- 
tainers as fast and in as large quantities as they can. 
At present tin plate mills are running to over 90 per 
cent of capacity. Owing to better supply of cars, stocks 
of tin plate piled in mill warehouses are said to have 
been reduced nearly 800,000 boxes in March. There is 
still an active demand for stock items of tin plate, and 
these are moving out very freely from warehouses of 
the mills and the jobbers. 


We quote coke tin plate on contracts and in small lots 


TWIN 


St. PAUL AND MINNEAPOLIS, 
March 28, 1918. 


T is reported that Spring work is well under way 

on the farms, some even going so far as to do some 
seeding. Every day sees greater interest shown in 
the home garden, and stores everywhere are displaying 
seeds and posters, showing in pictures wonderful re- 
sults from their use. Inquiries are coming with in- 
creasing frequency for garden and lawn tools. Places 
which sharpen lawn mowers have already had calls for 
this class of work, and it seems no more than yester- 
day that skate sharpening was demanding a lot of time. 

Steel goods are coming in fairly good volume from 
the factories, but it is feared there will be a demand 
far outstripping the supply this season. A man with 
no garden plans is looked on almost with a lurking sus- 
picion of his loyalty. Lots that last year escaped being 
plowed up are already being turned over, to give the 
sod a chance to “break up.” Men making that their 
business say they are dated up for several weeks in 
advance. 

Other lines, also, show the effect of the fine Spring- 
like weather. Paint sales are climbing rapidly. Screen 
enamel and porch paints are beginning to move, al- 
though inside decorative materials continue to be more 
in demand. The wisdom of preserving wood and iron 
substances is’ being urged more strongly than ever on 
the public. Sales of glass continue fair, although very 
little new work is being done as yet. The bulk of sales 
along this line is‘for repair work. Building is still 
along the most conservative lines, and the consensus of 
opinion seems to be that little will be done until an es- 
timate of this year’s crop is available. 

Some houses are shifting their builder’s hardware 
salesmen into other departments, such as mill supplies 
and shop tools and equipment. This line offers better 
inducements than ever before and many hardware men 
are taking advantage of this fact to make more sales. 

Interest is being shown also in auto accessories and 
sporting goods. While not to be compared with three 
years ago, as to totals in increase, baseball is begin- 
ning to assume its old fascination, at least among the 
younger members of its followers. Auto accessories 
and tools are a live line and the hardware dealer looks 
to this end of the business for some recompense to 
offset the builders’ hardware lack. 


Hardware Age 


at $7.75 per base box, f.o.b. mill, Pittsburgh, effective Nov. 
7, prices on all sizes of terne plates are as follows: s-Ib, 
coating, 200-lb., $15 per package; 8-lb. coating, I. C., $15.30 
12-lb. coating, I. C., $16.75; 15-lb. coating, I. C., $17.75; 20-Ib. 
coating, I. C., $19; 25-lb. coating, I. C., $20; 30-Ib. coating, 
I. C., $21; 35-lb. coating, I. C., $22; 40-lb. coating, I. C., $23 
aoe package, all f.o.b. Pittsburgh, freight added to point of 
delivery. ; 


WINDOW GLAss.—The new demand is very dull, 
owing to a large falling off in building operations all 
over the country, and there is also only a fair export 
demand. It is said that prices are ruling firm on the 
limited amount of new business that is being placed. 

Window glass prices remain as follows, namely: The first 
three brackets, A single thick, 80 per cent; first three brack- 
ets, B single thick, 82; A and B single, larger than the first 
three brackets, 79 per cent; A double strength, all sizes, 80 
per cent, and B double strength, all sizes, 82 per cent. 

WIRE Propucts.—Local producers of wire and wire 
nails say they are having a fairly heavy demand from 
their trade, but this report does not agree with advices 
from other sections of the country, which report that 
the new demand for wire and wire nails is quiet. Be- 
tween now and April 10 the Government is expected to 
place orders for 30,000 kegs of wire nails to be used in 
building hangars and other structures in France. There 
were five mills that submitted prices on this contract 
and it is said none of the prices named was below the 
official price of $3.50, base, per keg. Several mills 
quoted $3.60, base, per keg, the 10c. advance covering 
the use of export kegs and also steel cleets placed at 
each end of the keg to insure safe delivery of the kegs 
in France. Prices on wire and wire nails as reaffirmed 
by the War Industries Board to June 30 next, in car- 
loads and larger lots, are as follows: 


Wire nails, $3.50 base per keg; galvanized, 1-in. and longer, 
including large-head barb roofing nails, taking an advance 
over this price of $2, and shorter than 1-in., $2.50. Bright 
basic wire, $3.35 per 100 lb.; annealed fence wire, Nos. 6 to 
9, $3.25; galvanized wire, $3.95; galvanized barb wire and 
fence staples, $4.55; painted barb wire, $3.65; polished fence 
staples, $3.85; cement-coated nails, $3.40 base; these prices 
being subject to the usual advances for the smaller trade, 
all f.o.b. Pittsburgh, freight added to point of delivery, 
terms 60 days net, less:2 per cent off for cash in 10 days. 
Discounts on woven-wire fencing are 47 per cent off list for 
carload lots, 46 per cent for 1000-rod lots and 45 per cent off 
for small lots, f.o.b. Pittsburgh. 


CITIES 


With the coming of good weather, railroads are 
meeting with less transportation difficulties. Accumu- 
lations of freight are being moved rapidly and some 
embargoes for this section of the country have been 
lifted. Prices still remain at the same level in nearly 
all instances. 

AxES.—The sales continue very good on Axes, and 
there is no change in price. Stocks seem to be adequate 
at the present time to meet the demand. 

We quote from local jobbers’ stocks: Single bit base axes, 
base weights, at $13.75 per dozen: double bit, base weights, 
at $18 per dozen; Sager single bit handled axes at $15 per 
, dozen; Quaker City boys’ axes, handled, $10 per dozen. 

BARBED WIRE.—No change has been made in price, 
and there is an ever increasing quantity of it being 
sold. Stocks are in fair condition, considering the mill 
conditions at the present time. 

We quote from local jobbers’ stocks: Painted cattle wire at 
$3.65 per 80-rod spool; painted hog at $3.79 per 80-rod spool; 
galvanized cattle at $4.20 per 80-rod spool; galvanized hog 
at $4.36 per 80-rod spool. 

BALE TiES.—No change has been made in price, but 
sales are increasing somewhat, stocks still are in bad 
condition, with the local jobbers. 

We quote from local jobbers’ stocks: 8% x 15 Bale ties, 
$1.72 per bundle; 9 x 15 at $1.80 per bundle; 9% x 15 at 
$1.90 per bundle, or list less a discount of 65 per cent. 

BUILDING PAPERS.—There has been some increase in 
the sale of building paper, although not as much as had 
been hoped, all country sales on this line of material 
continue good. 


We quote from local jobbers’ stocks: Barrett’s No 2 
tarred felt at $3.10 per cwt. Barrett’s stringed felt, 500-ft 
rolls at $1.57 per roll, 20 lb. red rosin paper at 65c. per roll, 


25 Ib. at 80c., 30 Ib. at 95c. per roll. 


Braps.—Sales are slow in a retail way, although 
some orders are received from shops and factories for 
fair quantities. There has been no change in prices.’ 

We quote from local jobbers’ stocks: Brads at 70 per cent 
to 70-10 per cent from standard lists, 

BoLts.—No change has been made in prices, and 
there are some very fair orders placed by shops and 
factories. Stocks seem to be in fairly good condition, 
although it sometimes requires some little shopping to 
fill an order for an assortment of sizes. 

We quote from local jobbers’ stocks: Small carriage bolts 
at 40 per cent to 40-5 per cent. Large carriage bolts at 30 
per cent. Small machine bolts at 40-10 per cent to 40-19-> per 
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Broadside Paint Display by A. H. Marshali Co., Inc., Plattsburg, N. Y. 






































cent. Large machine bolts at 35 per cent, lag screws at 40-10 
per cent. Stove bolts at 60 per cent to 60-10 per cent. Tire 
bolts at 40-10 per cent from standard lists. 


FILES.—Sale continue remarkably good on files, with 
the calls from shops and factories far in excess of any- 
thing ever known in this locality before. The mill ship- 
ments have not improved, and it is difficult to give any 
promises when an order can be filled for a considerable 
quantity. 

We quote from local jobbers’ stocks: Nicholson Files at 
50-10 per cent to 50-10-2%4 per cent. Riverside Files, 60-7% 
per cent. Royal files at 65 per cent; Arcade files at 65 per 
cent from lists. 


HANDLES.—Handles for various tools have been, and 
still continue to be, hard to obtain. Several factories 
in this line have discontinued operation in the past 
year, although some of the largest ones are still in 
business, and are far behind their schedule on their 
orders. Local stocks are in fairly good condition, al- 
though prices are considerably higher than they have 
been in the last, year or so. 

We quote from local stocks: A. E. ham. handles, Dan. 
Boone at $1 per doz; Beauty at 60c. per doz. Blacksmiths’ 
ham, handles, 16-in., Dan. Boone, $1 per doz.; 18-in., $1.15 
per doz.; Beauty, 16-in., 65c. per doz.; Beauty, 18-in., 70c 
per doz. Mach. ham. handles, Dan Boone, 14-in., $1 per doz. ; 
18-in., $1.25 per doz.; 16-in., $1.10 per doz.; Beauty mach 
ham. handles, 14-in., 60c. per doz. ; 16-in., 65c. per doz. ; 18-in., 
(oe. per doz.; 30-in. Dan. Boone sledge handles, $3 per doz. 
36-in., $3.50 per doz.; extra 30-in. sledge handles, $1.80 per 
doz.; 36-in., $2.10 per doz. No. 1 handles, 30-in., $1.30 per 
doz. ; 36-in., $1.50 per doz. Single bit axe handles, Gold Seal, 
$4 per doz.; Crown, $3.25 per doz.; Red Seal, $2.50 per doz. : 
White Seal, $1.50 per doz. Extra railroad pick handles, $3.25 
per doz. ; No. 1, $2.60 per doz.; No. 2, $2 per doz.: Red Seal, 
$2.75 per doz.: Dan. Boone broad axe handle, 16-in., $1 per 
doz.; 17-in., $1.25 per doz.; 18-in., $1.35 per doz.; Beauty, 
16-in. axe handles, 75c. per doz.; 17-in., 85c. per doz.; 18-in. 
90c. per doz. The above prices are net. D-handled shovel 
handles, spade handles, scoop handles, rake and hoe handles, 


and fork handles are 35 per cent from standard list. 


LINSEED O1L.—There has keen no further change in 
= on linseed oil, although the demand is growing 
ast. 


We quote from local jobbers’ stocks: Boiled linseed oil, 
barrel lots, $1.58 per gallon. 


_Paint.—Paints are moving more rapidly all the 
time, and there is a prospect of an advance in price, 


some manufacturers having already urged a change in 
the retail price. 

We quote from local jobbers’ stocks: Regular colors first 
quality ready mixed paint at $2.75 to $2.85 per gailon. Sec- 
ond quality at $1.90 per gallon. 

POULTRY NETTING.—Sales are becoming better along 
this line and many inquiries are received for goods of 
this kind, and ornamental fencing. Price remains un- 
changed. 

We quote from local jobbers’ stocks: Poultry netting at 
50 per cent from standard lists 

STEEL SHEETS.—Inquiries are beginning to be re- 
ceived for steel sheets, and for corrugated roofing. 
Price remains unchanged. 

We quote from local jobbers’ stocks: Black sheets at $6.57 
base. Galvanized sheets at $7.82 base 

TURPENTINE.—A slight decrease in price shows 
at the present time, although this condition.is not an- 
ticipated to be permanent. A further increase when 
this is more in demand may be looked for. 

We quote from local jobbers’ stocks: Turpentine in barrel 
lots at 51%c. per gallon. 

WHITE LEAD.—There has been no further change in 
price, and sales are beginning to increase nicely. In- 
quiries are more numerous every day. 

We quote from local jobbers’ stocks: White lead, 200 Ib 
kegs, at 115%c. per lb., with the usual differential for quantity 
and size of package. 

WHEELBARROWS.—Sales on Wheelbarrows are im- 
proving, price remains unchanged. 

We quote from local jobbers’ stocks: Stave tray wheel- 
barrow, nailed, at $26 per dozen. Stave tray wheelbarrow 
bolted, at $27.50 per dozen. 

Wire Naits.—No change has been made in price, al- 
though sales are improving somewhat. The demand in 
the country still continues to be better than that in the 
city. 

We quote from local jobbers’ stocks: Standard wire nails 
at $4.40 per keg base. Coated wire nails at $4.40 per keg 
base 

Wire.—There has been some increase in sales on wire 
in coils especially on the sizes used for building con- 
struction. The price remains unchanged, with stocks 
in a rather badly broken condition. 

We quote from local jobbers’ stocks: Black annealed wire 
at $4.15 per cwt. Galvanized smooth wire at $4.85 per cwt 





(Owing to delays in the mails it is necessary to omit cur regular market letters from Boston and Cincinnati 


this week) 
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Brightening Up Furniture and Floors 
No. 1 (2 cols. x 6 in.). 
S. RADFORD, Newbern, Tenn., is out after his 

J share of the business that will be given hard- 

® ware men on furniture and floor renovators. 

Spring is the time that home interiors are spruced 
up, and this Radford ad istan invitation to get busy 
with the varnish brush The ad is exceedingly simple 
yet it carries a very forceful appeal. The cut sug- 
gests the ease in which the finish is applied, and 
the text makes the important point that the prepa- 
ration stains and varnishes at one application. 

This is an effective way to feature a single paint 
or varnish product designed especially for a certain 
kind of work. 


A Finish for Indoor and Outdoor Use 
No. 2 (8 cols. x 5 in.). 
ERE is an ad which features a transparent fin- 
ish for both indoor and outdoor use. The text 





Hanna’s Lustro-Finish 


You can give new life to old 
furniture and scarred floors 
with Hanna’s Lustro-Finish. 
It stains and varnishes at one 
application. Makes all things 
lustrous and beautiful. Get a 
can today and try it. 


Sold by 


J. Ss. RADFORD 








1—Some manufacturers share the expense of pushing 
paint specialties with an ad like this 











is very well handled and the virtues of 
the varnish are set forth in detail. 
Important points are made, and the 
all-round adaptability of the finish is 
clearly shown, something which is lacking 
in many varnish ads. Note particulariy 











A new, pale transparent finish for 
indoor and outdoor use. A beauti- 
fier and preservative that has no | 
equal for appearanceand endurance. 





“With the Man on the Con" 





Cosmolac is not merely “another 
varnish”. It is a tough, non-brittle, 
elastic covering for any surface re- 
quiring varnish. It will not crack 
with the swelling or the shrinking of 
wood. Neither will it scratch white 
nor bruise if struck by a hard object. 


Cosmoiac is impervious to hot or cold 
water, sunshine, frost, alcohol, and 


Gee. A. Wood, 118 Newark Ave. 
John P. Landrine, 719 Bergen Ave. 

Stone Lros., 367 West Side Ave. 

Ruskin & Goldberg, 116 Menticeile Ave 
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Che, CL. Nissen, 694 Sumnrlt Ave.. Jersey City. 
Hoboken. 


washing-compounds, This makes it 
ideal for the woodwork around sinks, 
in the bath-room, or in places exposed 
to the weather. 

Cosmolac is transparént and does not affect 
the color of undercoats, lettering, striping, 
wood-grains, or any decoration. 

Ask your paint dealer for Cosmolac—“with 
the man on the-can” 





; Hi, Ober, Pi 
Morris Miller, 680 Newark Ave. 
158 Summit ‘Ave., West 




















how the resisting quality of the varnish 
is described and how its transparency is 
illustrated by suggesting its use where 
any other than a transparent finish would 
be impractical. 

Eight hardware dealers of Jersey City, 
N. J., club together on this ad—a very 
good idea in a large city where there are 
many independent business sections to be 
covered. 
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4—-Something here for every user of paint and varnish 


Adds 25% to 50% 


to your building’s value 





Paint is Cheaper 


THAN LUMBER 


Good Paint is Cheaper Than : 


Poor Paint. 
The Principal Ingredients of Good Paint are 
PURE WHITE LEAD AND LINSEED OIL. 


' 

| 

| 

| 
If paint is advertised to sell at a price way below the cost of 
white Jead and linseed oil, you know positively that such an 
article is not real paint. Unless good linseed oil has been 
used as a priming coat, an imitation paint will so ruin a surface 

that even good paint won’t stick and wear as it otherwise would 
| 


Don’t Ruin the Surface of Good Lumber 
With an Application of Clay and Grease. 


BUY THE BEST--- 
BUY LUCAS PAINT. 


Lucas House Paints 
for interior and exterior use. Remember—It 
takes a less quantity of any farm produce to pay 
for a gallon of paint; than it did last year. 

Gallons, $2.90 1-2 Gallons, $1.52 Quarts, 80c. 


Luco-Flat 
the washable wall paint. More sanitary and 
cheaper than’ paper 
Gallons, $2.25 $2. 








1-2 Gallons, $1.20 Quarts, 65c. 


Floor Paint 


1-2 Gallons, $1. 10 Quarts, 68 . 


|| Lucas.ktoor Sigin Finish 


For the Odd Jobs About the House 

No. 3 (2 cols. x2 4 in.). 

ERE is a small ad which will boost spring paint 
profits for any hardware man. 

A specific appeal is made here—the day is set and 
the jobs outlined. Stains for the floors, wood dyes, 
paints and varnishes for all manner of indoor and 
outdoor jobs. Just put it up to Foster-Farrar and 
they will do the rest. 

This is the sort of ad that arouses the spring 
brighten-up desire and brings folks into your store 
with a list of things they want done. Now is the 
time the odd jobs must be done, and an ad like this 
now is worth a dozen in the summer. ; 

This ad sent us by the Foster-Farrar Company, 
Northampton, Mass. 


A Complete Paint Ad 


No. 4 (2 cols, x 191% in.) 
HE Barlow Hdwe. Co., Corry, Pa., have here a 
complete symposium of brighten-up material. 
Beginning with white lead and linseed oil house 
paints, every indoor and outdoor finishing require- 
ment is considered. 





«ts 75c. b 1-2 Pints 25e. 


Valdura Paint 


The pure Asphaltum paint, a remarkable pre- 
servative for metal, rubber, and shingle roofs; for 
silos, implements, wire fences, concrete and all 
work requiring complete protection from water 
and weather. 

Protect Your implements and Machinery from Rust and Decay 

Gals $1.25. Qts40c. 5 Gals at $1 per Gal. 

Full blls 85¢. 


Turpentine Asphaltum 


Another excellent paint for protecting metal 
machinery, fences, sugar Evaporators, smokestacks 
ete. 1Gals $1.25. 4 Gals 70c: . Qts 389c. Pts 25c. 
4 Pts 18¢. 


Barn and Roof Paint 
Gallons $1.90, 1-2 Gal. 80c. 


White Lead 
Nevins Pittsburg Pure 
100 Ib. kegs $12.25. 
50lb. “ 6.25. 
25 “ec “ 3. 13. 
Nevin’s Strictly P re 
100 lb Kegs $15. 50 lb Kegs $7.70 25 lb Kegs $3.85 
Dutch Boy, Strictly Pure. . 





100 Ib Kegs $15. 50 lb Kegs $7.70. 25 lb Kegs $3. 85 


Chi-Namel Varnish Stains 


A very elastic Varnish just the thing for floors, 
new orold, and for all kinds of furniture. 





Boiling Water 
Won’t Turn it 
White. 

Hammer Knocks 
Won’t Crack it. 
Do your own 
graining with 

Cill- NAMEL 


The Barlow Hdw 


Supplies 


Company Your Wants 


Chitame) any pom 





Wall paint, floor paint and stains, asphaltum, barn 
and roof paint, white lead and varnishes are fea- 
tured in one complete and effective appeal. Quan- 


3—Paint and varnish for spring clean-up about the 
house 





Everyone at Church Sunday, Feb. ¥7 


About Those Little Odd Jobs 


around home, which you have . been going to do all winter. 
Wihy not do them next Monday? We can furnish you the 
tools you need and paints and varnishes. 
Campbell's stains in all colors and size cans. 
Jolnson’s wood dyes in most every shade and quantity. 
Paints and varnishes that will give the color and finish 


you desire on your work. 
Tell us what your work i s aud we can fix you up. 





FOSTE R-FARR AR CO. 


162 Main Sircet, 
Opposite Draper Hotel | 


Telephone 11 
Open Saturday Evening 
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tity and prices are complete in each panel with the 
exception of the Chi-Namel. 

The opening argument is one of the strongest 
reasons for using paint freely in the spring, and the 
follow-up of this thought drives home the great 
desirability of using a pure white lead and linseed 
oil paint. The evil results attendant on using in- 
ferior paint mixtures is clearly set forth in the copy 
and this portion of the ad should be re-read care- 


5—A timely paint appeal to the man of the house 

















S.W.P. 
For All Parposes 





NITURE ENAMEL 

Dries with a hard, glossy 
surface, will not soften 
and stick to clothing 










In estadiisbing 
aimed to produ 





nity >» 
qualities ip the bighest degree 





‘OR THE FLOOR . 
pe 0s 


our Porch 
Use Sherwin-Williams 
PORCH AND DECK PAINT 


’ It is prepared ready for the 
brush for porch foot teps, 


In the great Brighten Up 
process now being carried out 
—by Nature as well as Man 
—do not forget the protective 
value of paint. 

SHERWIN-WILLIAMS 
PAINT, PREPARED 
will poctett out house from 
the Summer's sun and Win- 





de exposure. It spreads 
easily, looks well, and ts very 
ie. Every package full 





Ask Us for Color Folders 
and Cards. 


DURKEE ¢ 


ter's snow equally well—and 
for a long period of time. 


FOR YOUR FURNITURE OW 


2. Porch an 









Hardware 
13 North Main 





























fully by every dealer who is pushing the sale of 
high-grade paints. 

A point that should have been included in this ad 
is a mention of color cards and color schemes with 
particular reference to the house paints and var- 
nishes. 

On the whole, however, the ad makes a strong 
appeal and is exceptionally well arranged and 
written. 


Attractive Paint and Varnish Trim by Morehouse & Wells Co., Decatur, III. 





Hardware Age 






House and Porch and Lawn Furniture 
No. 5 (1 col. x 12 in.). 


A NOTHES month or two and summer weather 

will be with us. Now is when you should advise 
your patrons to brighten up their porch and lawn 
furniture. 

Note how the Durkee Co., Gloversville, N. Y., 
have gone about it in this well-arranged ad. Such 
points as “will not soften and stick to the clothing” 
and “will stand severe outside exposure” are enamel 
features that make sales. Porch and deck paint is 
featured in a separate panel and the copy leads off 
with house paints. Altogether, this is a well-bal- 
anced and a most timely publicity drive. Take it for 
a model and it is bound to net you satisfactory re- 
sults. Note the reference to color cards. 


Coming Conventions 


FLORIDA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Orlando, May 15, 16, 17, 
1918. Walter Harlan, secretary-treasurer, 44 Boule- 
vard Circle, Atlanta, Ga. 

AMERICAN HARDWARE MANUFACTURERS’ ASSOCIA- 
TION CONVENTION, Traymore Hotel, Atlantic City, 
N. J., May 28, 29, 30, 1918. F. D. Mitchell, secre- 
tary, Woolworth Building, New York City. 

SOUTHERN HARDWARE JOBBERS’ ASSOCIATION CON- 
VENTION, Traymore Hotel, Atlantic City, N. J., 
May 28, 29, 30, 1918. John Donnan, secretary, 
Richmond, Va. 

PACIFIC NORTHWEST HARDWARE AND IMPLEMENT 
ASSOCIATION SEMI-ANNUAL CONVENTION, Seattle, 
Wash., June 19, 20, 1918. E. E. Lucas, secretary, 
Hutton Building, Spokane. 

HARDWARE ASSOCIATION OF THE CAROLINAS CON- 
VENTION, Asheville, N. C., June 25, 26, 27, 1918. 
T. W. Dixon, secretary-treasurer, Charlotte, N. C. 

_ NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Cedar Point, Ohio, June 18, 19, 20. M. 
L. Corey, secretary, Argos, Ind. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Hotel Sherman, Chicago, Feb. 17, 18, 19, 
20, 1919. Leon D. Nish, secretary, Elgin. 
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The Better Way to Hanga Door 
is with 3 butts— 


IGURE it out for yourself—the extra cost of a third butt 
for your customer adds only a trifle to the total cost of his 
building and it is well worth this cost because— 


1. It braces the door where it needs 4. Having half as much again bear- 
bracing, relieves the pull on the ing surface, three butts wear better 
upper butt, and prevents sagging. than two and keep the strain and 

2. It secures a weather-tight door; squeak out of the door. 


since no allowance need be made 


- Pin : ; 5. Three butts assure long, perfect 
phe ani Ray sl alia service, whereas two butts often 
> accurately. 
3. With an upright non-sageing door mean adjustments. 
« : asin ’ 
the lock and lock-strike remain in The above are points of interest to 
line and work smoothly. your customers, 


@ Works 


New Britain, Conn., U. S. A. 
New York Chicago 
100 Lafayette Street 73 East Lake Street 


Manufacturers of Wrought Bronze and Wrought Steel Hinges and Butts of all kinds, including Stanley 
Ball Bearing Butta. Also Pulls, Brackets, Chest Handles, Peerless Storm Sash Hangers and Fasteners 
Screen Window and Blind Trimmings; Twinrold Box Srapping, and Cold Rold Stripped Steel 


Stanley Garage Hardware is adaptable for factory and mill use 








Now for you— 


| Don't forget that the three 
butts, being in plain view 
suggest a better grade of 
butt and builders’ hard- 
ware generally. 
Don’t forget that three 
butts instead of two 
means a 50% increase in 
butt sales. 
Is your stock of Stanley 
Butts complete? 














We shall be glad to send 
you free, our catalog on 

; Tp Stanley Wrought Hard- 
P ‘ ware. Write for it. 





a 
Sa ( a 


See our advertisement on ‘‘Box Strapping”’ in this issue. 
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NEW GOODS AND NOVELTIES 


Products Being Placed on the Market 
by Hardware Manufacturers 


‘*Exinolite’’ Varnish 


The Thibaut and Walker Company, 
Long Island City, is the maker of 
“Exinolite,” an all purpose, turpen- 
tine, long oil varnish, which brushes 
freely, flows out smooth, is quick dry- 





“Exvinolite” varnish 


ing and possesses elasticity which is 
mar-proof and waterproof. 

“Exinolite,” it is stated, will not 
crack, blister or turn white in salt 
or fresh water, and it is not.affected 
by heat or cold; it will also stand up 
under any usage. 

It is stated that for all work ex- 
posed to the elements, such as yachts, 
canoes, motor boats and front doors, 
a coat or two of “Exinolite” will in- 
sure a long-life finish. It is especially 
adapted for interior work requiring 
a durable finish, due to its quick dry- 
ing nature. It is considered an ex- 
cellent finish for either hardwood or 
painted floors, and will not mar or 
scratch white when walked upon.- Hot 
water from radiators or frequent 
washing will not affect the luster. An 
interesting booklet giving full particu- 
lars regarding this product may be 
had by addressing the above manu- 
facturer. 


‘* Lightning Butter’ Machine 


The Stewart-Skinner Company, 
Worcester, Mass., has introduced the 





Stewart-Skinner “Lightning” butter 
machine 


“Lightning” butter machine, which is 
constructed entirely of glass and 
metal, making it thoroughly sanitary, 


Reading matter continues on page 


with a peculiarly shaped metal dasher 
which makes it very powerful in its 
action. 

This machine is being used very 
generally for making “milk charged” 
butter, and is so constructed that this 
can be accomplished easily and 
quickly. It is stated that on account 
of the shape of the dasher, which is 
a strong feature of this machine, the 
merging of milk and butter is thor- 
oughly and satisfactorily accomplished 
in less than a minute. The butter 
machine is made in four sizes, having 
capacities of 1, 2, 3 and 4 quarts 
respectively. Illustrated literature, 
printed in colors, describing the ma- 
chine and giving full instructions for 
its use, will be mailed to dealers upon 
request. 


‘* Gocycle’’ Play Vehicle 


The J. W. Hance Foundry Com- 
pany, Westerville, Ohio, is the maker 
of the “Gocycle” play vehicle for chil- 
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“Gocycle” play vehicle 


dren with an easy and perfect steer- 
ing control which makes its use on 
sidewalks unobjectionable. It takes 
up no extra space, and is not in the 
way of pedestrians. 

The vehicle is considered absolutely 
safe because the child can step off 
more quickly than he can fall side- 
ways, and it is nearly impossible to 
fall forward or backward. It is 
stated that it promotes health, af- 
fording an exhilarating outdoor ex- 
ercise which develops strength of mus- 
cle, skill and poise, without the 
slightest danger of a fall or fracture. 

The “Gocycle” is made entirely of 
hardwood and iron, securely jointed, 
the iron parts being well enameled 
to protect rust and wear. The plat- 
form and standards of the vehicles 
are stained a bright green, with the 
metal parts enameled red, affording 
strong contrast in colors. 5 

The “Gocycle” is also made with a 
skate attachment which turns the 
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vehicle into a coaster for icy walks 
or frozen ponds during the winter 
months. Prices and literature will be 
sent dealers interested upon request, 


‘* Krusty Korn Kob”’ Mold 


The Wagner Mfg. Company of Sid- 
ney, Ohio, has lately introduced the 
“Krusty Korn Kob” mold designed 
to make crisp corn bread in the shapes 
of ears of corn. The mold gives the 
corn bread an unusually appetitizing 
look, as the ears come from the oven 





“Krusty Korn Kob” mold 


in their rich, crisp coats of golden 
brown. 

The “Krusty Korn Kob” molds can 
be had in both cast aluminum and cast 
iron. They are made of the right 
thickness to retain heat during re- 
filling. They bake properly, so that 
they retain all the natural dainty 
flavor without danger of having the 
real corn meal taste scorched out. 
The company has prepared some very 
attractive show cards and window dis- 
plays, which will be furnished to deal- 
ers, in addition to recipes for dis- 
tribution to customers. 


Improved Luther Grinder 


The Luther Grinder Mfg. Co., Mil- 
waukee, Wis., has recently made sev- 
eral important improvements in its 
No. 271 “Hummer” grinder, which has 
been on the market for years and was 
formerly equipped with cast bevel 
gears. The company has changed the 





Improved Luther grinder, model “F” 


whole top of the grinder and instead 
of cast gears, the improved design 
which is known as “Model F,” has 4 
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Be It Ever So Well Recommended 
There’s No Door Hanger Like R-W 








Nearly half a century of practical experience 
in the manufacture of door hangers stands 
behind the strength, smooth and silent opera- 
tion, convenient adjustments, wearing quali- 
ties and adaptability to all possible conditions 
embodied in 


Richards- Wilcox 
House Door Hangers 
The RW Tine 


Sliding Door Equipment 
For Barns Warehouses 
Residences Churches 
Garages Schools 

Elevator Door Fixtures 

Fire Door Hardware 

Store Ladders & Shelves 

Door Openers & Closers 

Benches & Vises 

Door Checks & Hinges 

Hardware Specialties 

Mounted Grindstones 

Overhead Carriers 








Every customer to whom you sell 
Richards-Wilcox Door Hangers will 
come back for more. 













A pleased patron is a good salesman. 





| RichardsWilcox Manufacturing (0 


PHILADELPHIA 





“A hanger meme AurorA, ILurmors, USA. pussaemnst 
any door YORK pm 
as slides cHicace Richards-Wilcox Canadian Co,Ltd.London ,Ont. T10UNs 


“Ahanéter for anw door that slides” 
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worm-gear and shaft with ball-bear- 
ings, insuring high speed and an easy 
running mechanism. Illustrated lit- 
erature and prices may be obtained by 
addressing the above company. 


Window Ventilating Lock 


The Elgin Lock Company of Elgin, 
Ill., has lately introduced the Elgin 
window ventilating lock, designed so 
that a window can be locked in an 
open position as well as when closed, 
thus providing ventilation without 
sacrificing security. The window need 
not necessarily be in any particular 
position, when open, to be locked, but 
may be changed to suit climatic con- 
ditions as desired. 

It is claimed that any attempt to 
force the windew open only forces the 
lock to hold more securely. An oper- 
ating key at the base of the lock re- 
leases the locking wedge or sets it 











Elgin window ventilating lock 


as desired, and a small strap spring 
insures the quick action that is ob- 
tained. By withdrawing this key, it 
is stated, it becomes impossible to un- 
lock the window either from within 
or without. This feature makes it 
entirely feasible to open a window up 
to the point where a person could 
actually crawl through the opening 
and have it as secure as if it were 
completely closed and fastened. It is 
claimed that the lock will last indefi- 
nitely. Further information may be 
obtained by addressing the manufac- 
turer. 


‘Success ’’ Oil Heaters 


The Pittsburgh Lamp, Brass & 
Glass Company, Pittsburgh, Pa., is 
offering a new line of clear, odorless, 
safe and reliable heaters known as 
the “Success.” They are made of blue 
steel, with copper corrugated reflec- 
tor back and bottom, causing a double 
reflection of heat, and at the same 
time lighting up a room to enable 
reading at a considerable distance. 
The top and sides are perforated, with 
double air chambers at the top, thus 
assuring an abundance of pure hot 
air all the time. Each heater is con- 
structed with a flue connection, if 
this is desired. 

The oval oil founts are made of 
heavy brass, and have the popular 
“Success” round wick, center draft 





burner and lead glass chimneys. Each 
heater has an air space beneath the 
bottom reflector, so that the founts 
remain comparatively cool. The “Suc- 

















Nos. 1 and 2 “Success” oil heaters 


cess” line is made in sizes No. 1, 2 and 
3, designed to heat a room 10 x 12, 
12 x 14 and 16 x 18 ft., respectively. 
Illustrated’ literature will be mailed 
to dealers upon request. 


Canner and Cooker 


The Toledo Cooker Company of To- 
ledo, Ohio, has recently brought out 
a new product called “Conservo,” a 
home canning and cooking device for 
conserving food, fruits, vegetables, 
etc. It is an adaptation and an im- 
provement of the company’s “Ideal” 
home canner and steam cooker. 

The “Conservo,” it is stated, will 
can and preserve fourteen quarts of 
fruits, meats and vegetables at one 
time, right in the jars or cans. 

The device is made in several dif- 
ferent sizes and capacities; the No. 
20 is considered the most practical 


NE 


~ 


&. 


al 
_= 
7 « 
o* 
” 
a 
. 


“. 


7 

~~ * 
> 

_ 


* 





“Conservo” home canner and cooker 


for general family purposes. It oper- 
ates by steam pressure and prepares 
an entire meal, from soup to dessert, 
over one burner of any kind of a 
range. Prices and literature will be 
sent to dealers upon request. 


Rubber Dolls and Animals 


The Faultless Rubber Company, 
Ashland, Ohio, is making a new at- 
tractive line of Faultless rubber toys, 
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comprising a large assortment of dolls 
and animals. 

These toys are made from original 
designs, hand cut and finished, insur- 
ing true and life-like reproductions, 
They are designed in good quality, 
time-tested antimony stocks, and other 








Part of Faultless rubber toy line 


colors from stocks of equal quality. 
The company also manufactures an 
extensive line of colored rubber toy 
balloons and rubber balls. An eight- 
page illustrated circular showing 
this entire line, will be mailed to 
dealers upon request. 


Weiser Surface Bolt 


The Weiser Mfg. Co., 327 West 38th 
Street, Los Angeles, Cal., has recently 
placed on the market a new surface 
bolt which does not require mortising, 
hence a considerable saving of labor. 
It is made of cast bronze, with a 
wrought bronze bolt, and is designed 
for French doors and windows open- 
ing in or out. 

The bolts sell for $4 to $24 per 
dozen, according to the size desired, 
and are packed one dozen in a box 

















Wetser surface bolt 


with screws and universal strike. The 
manufacturer will send further pa 
ticulars to dealers interested upon tf 
quest. 
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DEALERS 
Your Affention Please 


YOUR ABILITY TO FURNISH THIS CONVENIENT OUTFIT IS 
APPRECIATED BY CARPENTERS, CONTRACTORS AND BUILDERS 


No. 08000 COMBINATION 
SLIDING DOOR FIXTURES 





Consisting of one No. 35 Latch, one No. 59 Stay Roller, one No. 163 Pull and one No. 173 Binder 


Packed One Set to a Carton, Complete with Screws Ready to Apply 


FOR THE PROPER EQUIPMENT OF ANY SLIDING 
DOOR — AND SOLD AT GOOD PROFIT FOR YOU 






ONTHE 
KNOW ALL i, THE MARK OF 
BUILDERS MECHANICAL 
HARDWARE SUPERIORITY 


BY THIS => z 


}: GARAGE DOOR HARDWARE 


DOOR HANGERS AND TRACKS “. FIRE-DOOR HARDWARE 
SPRING HINGES, — OVERHEAD CARRIERS 


ROLLING LADDERS HARDWARE SPECIALTIES 


A Copy of our Big General Catalog No. 85 Gladly Sent on Request 


ALLITH-PROUTY CO., DANVILLE, ILLINOIS, U. S. A. 


CHICAGO NEW YORK PHILADELPHIA BOSTON LOS ANGELES SAN FRANCISCO. 
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Notes of the Retail Hardware Trade 


JASPER, ALA.—The Cranford Hardware Store has been in- 
corporated with a capital stock of $15,000 to deal in the fol- 
lowing: Baseball goods, bathroom fixtures, belting and pack- 
ing, bicycles, builders’ hardware, building paper, churns, 
cream separators, crockery and glassware, cutlery, dairy 
supplies, dog collars, fishing tackle, furnaces, galvanized and 
tin sheets, gasoline engines, hammocks and tents, heating 
stoves, heavy farm implements, heavy hardware, home bar- 
bers’ supplies, kitchen housefurnishings, lime and cement, 
lubricating oils, mechanics’ tools, oil cloth, paints, oils, var- 
nishes and glass, plumbing department, poultry supplies, pre- 
pared roofing, pumps, ranges and cook stoves, refrigerators, 
shelf hardware, silverware, sporting goods, toys, games and 
washing machines The incorporators are R. O. Cranford, 
€. H. Cranford and J. R. Moris. 

WILDER, IDAHO.—The Wilder Hardware Company is suc- 
cessor to the Heath Hardware Company. B. G. Davies is man- 
ager. Catalogs requested covering plumbing fixtures and 
supplies and refrigerators. 

SPENCER, IND.*~The partnership of E. T. Joslin and E. B. 
Phillips, who have conducted a hardware business under the 
name of the Joslin Hardware Company, has been dissolved. 
Mr. Phillips has purchased Mr. Joslin’s interest and will con- 
tinue as E. B. Phillips & Son. Catalogs requested on baseball 
goods, bathroom fixtures, belting and packing, bicycles, buggy 
whips, builders’ hardware, children’s vehicles, churns, cream 
separators, crockery and glassware, cutlery, dairy supplies, 
dog collars, electrical household specialties, fishing tackle, 
furnaces, galvanized and tin sheets, gasoline engines, ham- 
mocks and tents, heating stoves, heavy farm implements, 
heavy hardware, lubricating oils, mechanics’ tools, paints, 
oils, varnishes and glass, plumbing department, poultry sup- 
plies, prepared roofing, pumps, ranges and cook stoves, re- 
frigerators, sewing machines, shelf hardware, silverware, 
sporting goods, tin shop, wagons, buggies and washing 





machines. 

ALTA VISTA, lowa.—John Lauck has bought the J. Walters 
Company stock and consolidated it with his own. 

BRIGHTON, lowA.—William E. Hoch, purchaser of the stock 
of H. F. White, requests catalogs on the following lines: 
baseball goods, bathroom fixtures, belting and packing, bi- 
cycles, builders’ hardware, churns, cream separators, cutlery, 
electrical household specialties, fishing tackle, furnaces, gal- 
vanized and tin sheets, gasoline engines, hammocks and tents, 
heating stoves, plumbing department, poultry supplies, pumps, 
ranges 2nd cook stoves, refrigerators, shelf hardware, silver- 
ware, sporting goods, tin shop and washing machines. 

CALLENDER, 1OwA.—The hardware stock of J. D. Brunson 
has been sold to E. E. Hanson & Co. 

Rock WELL City, lowa.—Bledsoe & Prince. Inc., has recently 
been incorporated by A. F. Bledsoe and Bert Prince. The 
capital stock is $12,500. A complete stock of hardware and 
implements will be carried, on which catalogs are requested. 

STANWOOD, lowa.—S. M. Davidson is now sole owner of the 
Davidson & Jackson stock. 

Storm LAKE, lowA.—George Cattermole has disposed of his 
hardware business to his son, A. E. Cattermole. 

TABOR, IowA.—The Good Hardware Company has com- 
menced business here, dealing in automobile accessories, base- 
ball goods, bathroom fixtures, belting and packing, bicycles, 
buggy whips, builders’ hardware, building paper, churns, 
cream separators, crockery and glassware, cutlery, dairy 
supplies, dog collars, electrical household specialties, fishing 
tackle, furnaces, furniture department, galvanized and tin 
sheets, gasoline engines, hammocks and tents, harness, heat- 
ing stoves, heavy hardware, iron beds, kitchen cabinets, 
kitchen housefurnishings, linoleum, lubricating oils, mech- 
anics’ tools, paints, oils, varnishes and glass, plumbing de- 
partment, poultry supplies, prepared roofing, pumps, ranges 
and cook stoves, refrigerators, sewing machines, shelf hard- 
ware, silverware, sporting goods, tin shop and washing ma- 
chines. Catalogs requested. 

HuMESTON, Iowa.—Curtis Farmer has sold his half interest 
in the hardware firm of Keller & Farmer to J. L. Yates. 
Keller & Yates will be the new firm name. 

LEAVENWORTH, KAN.—The Oursler & Rouse Hardware 
Company has taken over the stock of baseball goods, buiid- 
ers’ hardware, cutlery, hammocks and tents, mechanics’ tools, 
ranges and cook stoves, shelf hardware, cutlery, etc., of 
Peter F. Bubb. 

WELLS, Kan.—-J. E. Chambers has purchased an interest in 
the Winsett hardware storg, and the firm will hereafter be 
known as Winsett & Chambers. Catalogs requested on the 
following: Automobile accessories, belting and packing, buggy 
whips, builders’ hardware, churns, cream separators, cutlery, 
dairy supplies, electrical household specialties, furnaces, gal- 
vanized and tin sheets, gasoline engines, harness, heating 
stoves, heavy farm implements, heavy hardware, lubricating 
oils, mechanics’ tools, paints, oils, varnishes and glass, pumps, 
ranges and cook stoves, refrigerators, shelf hardware, silver- 
ware, sporting goods, wagons, buggies and washing machines. 

ELK River, MInn.—C. E. Falk has sold his interest in the 
Falk hardware store to P. M. Morneau, who will continue as 
P. M. Morneau & Co. and requests catalogs on automobile 
accessories, baseball goods, bathroom fixtures, belting and 
packing, bicycles, buggy whips, builders’ hardware, building 
paper, children’s vehicles, churns, cream separators, crockery 
and glassware, cutlery, dairy supplies, dog collars, electrical 


household specialties, fishing tackle, furnaces, furniture de- 
partment, galvanized and tin sheets, gasoline engines, ham- 
mocks and tents, harness, heating stoves, heavy farm imple- 
ments, iron beds, kitchen cabinets, kitchen housefurnishings, 
linoleum, lubricating oils, mechanics’ tools, oil cloth, paints, 
oils, varnishes and glass, plumbing department, poultry sup- 
plies, prepared roofing, pumps, ranges and cook stoves, re- 
frigerators, sewing machines, shelf hardware, silverware, 
sporting goods, tin shop, wagons, buggies and washing ma 
chines. 

MOTLEY, MINN.—The Motley Hardware Company has 
bought the stock of V. Lockwood. The new owners request 
catalogs on baseball goods, belting and packing, bicycles, 
buggy whips, builders’ hardware, building paper, children’s 
hardware, building paper, children’s vehicles, churns, cream 
separators, crockery and glassware, cutlery, dairy supplies, 
dog collars, dynamite, fishing tackle, furnaces, furniture de- 
partment, galvanized and tin sheets, gasoline engines, ham 
mocks and tents, ‘harness, heating stoves, heavy farm imple- 
ments, heavy hardware, iron beds, kitchen cabinets, kitchen 
housefurnishings, linoleum, lubricating oils, mechanics’ tools, 
oil cloth, paints, oils, varnishes and glass, plumbing depart- 
ment, poultry supplies, prepared roofing, pumps, ranges and 
cook stoves, refrigerators, sewing machines, shelf hardware 
tin shop. wagons, buggies and washing machines 

SHELBY, MINN.—T. J. Grosfield has erected a store building 
and engaged in business, carrying a stock of automobile ac- 
cessories, baseball goods, builders’ hardware, mechanics’ tools, 
ete. 

WHITER BEAR LAKE, MINN.—E. J. Lindquist, who has bought 
the F. E. Lindgren implement business, requests catalogs on 
the following: Automobile accessories, bicycles, churns, cream 
separators, dynamite, galvanized and tin sheets, gasoline 
engines, heavy farm implements, heavy hardware, lubricating 
oils, poultry supplies, pumps, wagons, buggies and washing 
machines, 

EpINA, Mo.—The hardware firm of Arnold & Hild has been 
dissolved. John P. Arnold has purchased his partner’s inter- 
est and will continue business under his own name, 

HARRISONVILLE, MO.—The hardware stock of C. R. Fleming 
is now owned by Totten & Deacon, who request catalogs on 
baseball goods, bathroom fixtures, belting and packing, buggy 
whips, builders’ hardware, churns, cream separators, cutlery, 
dog collars, fishing tackle, furnaces, galvanized and tin sheets, 
gasoline engines, hammocks and tents, heating stoves, heavy 
farm implements, lubricating oils, mechanics’ tools, plumbing 
department, poultry supplies, prepared roofing, pumps, ranges 
and cook stoves, refrigerators, shelf hardware, sporting goods, 
tin shop and washing machines. 

La PLATA, Mo.—J. W. Miles and R. B. Turner have dis- 
solved partnership. Mr. Turner will continue business, and 
requests catalogs on stoves, base burners and oil stoves. 

UNION, Mo.—The North Union Store is closing out its 
stock. 

HIGHWoop, MontT.—The Clark-Hood Hardware Company 
has added a line of automobiles to its stock and requests 
catalogs on a line of general hardware and implements. 

AINSWORTH, NEB.—C, S. Pettit is purchaser of the Osborn 
hardware stock. 

, IMPERIAL, NEB.—The stock of C. N. Cottrell was recently 
damaged by fire. Mr. Cottrell will commence rebuilding and 
open a hardware store in the near future. 

BLACKWELL, OKLA.—The Hoppe hardware store has been 
sold to H. C., W. F., and Mrs. J. M. Gearhard and Edward 
Alder. The name of the new firm will be Gearhard Bros. & 
Alder Hardware Company. Several improvements will 
made in the company’s store. 

BRAMAN, OKLA.—The Van Giesen & Collins store has 
changed hands. The H. W. Hutton Hardware Company is 
the purchaser. 

Hopart, OKLA.—The Lucas Hardware Company, Inc., has 
been incorporated with a capital of $20,000. E. E. Lucas, 
R. M. Bachman and J. I. Dennison are the incorporators. 

OREGON CiITy, OrRE.—Frank Busch, doing both a wholesale 
and retail business, is disposing of his stock and retiring. 
He commenced business 26 years ago. 

Barstow, Trex.—Jesse Key has engaged in the hardware 
and implement business, and erected a new store building 
30 x 40 ft. He requests catalogs on shelf hardware. 

MILLsaP, Tex.—J. C. Roy has put in a stock of belting and 
packing, buggy whips, builders’ hardware, churns, crockery 
and glassware, cutlery, fishing tackle, furnaces, gal\ inized 
and tin sheets, harness, heating stoves, heavy farm imple- 
ments, heavy hardware, kitchen housefurnishings, lubricating 
oils, mechanics’ tools, poultry supplies, pumps, ranges and 
cook stoves, shelf hardware, silverware, sporting goods and 
tin shop. Catalogs requested covering hardware, implements, 
etc. 

INGRAM, WIs.—The hardware store of A. O. St 
been sold. M. Y. Cliff is the purchaser. : 

MADISON, W1s.—The building occupied by the hardware 
firm of Sumner & Morris has been purchased by Wolff, Kubl) 
& Hirsig, who will operate it in addition to their own store 
Catalogs requested on pliers. 

STETSONVILLE, W18s.—The Stetsonville Hardware Compan} 
stock has recently been damaged by fire. 


Clair has 
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Star Performers 











Make More Money 


Sell more UNIVERSAL Bread Makers, 
Food Choppers, Percolators and But- 
ter Mergers. 


Our advertising is working day and 
night to help you do this. | 


Every thrifty woman is a prospect. Put 
the BIG FOUR out in the open and 


send for our special window trim and 
sales helps. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. 
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Adamson Dry Fuel Vulcanizer 


The Adamson Mfg. Company, East 
Palestine, Ohio, has recently brought 
out an entirely new and improved 
feature in portable vulvanizers, in its 
Model “E” powdered dry fuel 5-min- 
ute vulcanizer for repairing tube 
punctures. 

A measuring cup of the powdered 
fuel is poured into the receptacle and 
when ignited it burns with a hot glow 
and without flame, vulcanizing the 





Adamson 5-minute dry fuel vuleanirzer 


patch permanently. The outfit con- 
sists of a vuleanizer, a can of Adam- 
son dry fuel, a box of 12 patches, a 
measuring cup, sandpaper and full 
directions. The complete unit sells 
for $1; extra box of 12 patches, 25c.; 
extra can of dry fuel, 5c. Illustrated 
literature will be sent to you upon 
request. 


New Accessories Catalog 


The Butts & Ordway Company, 35 
Purchase Street, Boston, Mass., has 
just published a new motor acces- 
sories catalog for 1918, containing 120 
pages. Many new items have been 
added to this new catalog in order 
to keep it up to date and complete. 
Included in the line are shown special- 
ties for Ford cars, spark plugs, 
switches, lamps, spot lights, magneto 
repair parts, air compressors, vul- 
canizers, horns and warning signals, 
grease cups, brake lining, piston 
rings, tire chains, grease and oil guns, 
tires, tools and tool kits, jacks, towing 
chains, bumpers, etc. A copy of this 
catalog may be obtained by addressing 
the above company. 


Guide Automobile Lamps 


The Guide Motor Lamp Mfg. Co., 
Cleveland, Ohio, has brought out sev- 
eral new automobile products, among 
them the “Scout” lamp No. 861, the 
Ford windshield lamp No. 802, and 
the Ford electric side lamp No. 75. 

The “Scout” lamp is an unusually 
high-powered spot light. It penetrates 
sharply into the dark, with a positive 
and accurate focus. Its bracket is 
desiged to fit any round or oval frame. 

The Ford windshield lamp is a 
miniature lamp which is attached to 
the windshield by two bolts now on 
the windshield frame. These lamps 
are used as signal lights when stand- 
ing and are operated on two dry cells. 
The lamps have clear semaphore 
lenses, and are used in pairs or on 
the left side only. 

The Ford electric side lamps are 
used instead of headlights for city 
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driving. They are easily attached and 
can be operated on dry cells, multi- 
ple dry battery or storage battery. 
Single lamps may be also adapted as 
motorcycle headlights. 

They are finished in black with 
nickel rim. A twelve-page illustrated 
catalog may be obtained by address- 
ing the above manufacturer. 


Weiss Issues Catalog 


Max Weiss, 97 Amsterdam Ave- 
nue, New York City, has issued an at- 
tractive catalog showing a broad line 
of motor accessories in addition to a 
general line of hardware. Among 
the items listed are chains, spark 
plugs, horns, tire holders and covers, 
vulecanizers, sundries, jacks, lamps, 
flashlights, batteries, tools and _ tool 





kits, as well as parts for Ford cars, 
etc., in addition to an extensive line of 
hardware. 


‘* Bougie Mercedes ”’ Plug 


Herz & Company, 247 West 55th 
Street, New York City, is now manv- 
facturing a new spark plug called 
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Herz “Bougie Mercedes” spark plug 





the “Bougie Mercedes,” which has a 
mica-core insulation of a high effi- 
ciency constructed in such a way that 
the mica is absolutely impervious to 
heat, oil or moisture. 

Another distinctive feature of this 
new spark plug is the way the 
“clover-leaf” electrode is constructed, 
forming behind it an explosion cham- 
ber out of which the fat, hot spark 
shoots, the spark being scattered in 
all directions by the electrode, caus- 
ing combustion through the cylinder 
and providing ignition. An_ illus- 
trated circular, together with prices, 
will be mailed to dealers interested 
upon request. 


Automobile ‘‘First Aid Kit’ 


The General Tire & Rubber Com- 
pany, Akron, Ohio, has recently intro 
duced a “First Aid Kit” for the car 
owner, which contains a self-vulcan- 
izing repair for inner tubes, as Wel 
as for all soft rubber goods. Any of 
the three standard sizes contains SU 
ficient material to mend numerous 


Reading matter continues on page 120 
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1918 Abbey & Imbrie Catalog 


Just Off the Presses 


The greatest publication of its kind in America— 
and probably in the world. It has grown to be more 
than a commercial volume aimed at the direct sell- 
ing of goods. It has achieved an authoritative place 
as a concentrated source of technical tackle informa- 
tion that no other volume supplies in quite the same 
way. 

Each year an adequate edition is always published, 
but no surplus copies are ever carried over, so con- 
stant and so great and so extensive is the demand 
for this book about ‘‘Fishing Tackle That's Fit for 
Fishing.” 


Your name and address sent to us brings YOUR 
COPY promptly. 


Illustration shows our ‘‘Centennial’’ 
Hand Made Rod. Although we have 
been supplying these fine examples of 
rod perfection for ;five years, we have 
been called upon to make but TWO 
replacements, broken tips in both in- 
stances. This definite record of ‘‘Cen- 
tennial’’ Service is the nearest approach 
to 100% performance within our 96 
years’ experience. Grade A, $30. 


ABBEY & IMBRIE 


Division of Baker, Murray & Imbrie, Inc. 
15-17 Warren Street, NEW YORK 
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tubes, hot water bottles, automobile 
tops, etc. 

Illustrated literature and _ prices 
will be sent dealers upon request. 


Ford Transmission Lining 


The Howe Mfg. Company of Chi- 
cago, Ill., has introduced a new trans- 
mission lining for Ford cars, with 
inlays of cork, known as the “Kork 
Tred,” designed with an air-cushioned 
retaining cup, riveted in the lining 
which holds the cork disks securely in 
the fabric. 

It is stated that as a result of this 
construction a pocket of air is trapped 
between the cork disks and the bot- 
tom of the cup, the disks engaging 
the drum first when pressure is ap- 
plied to the brake pedal. The braking 
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Howe “Kork-Tred” transmission lining 
for Ford cars 


pressure, however, compresses the air 
in the cups and drives the corks flush 
with the fabric, thus permitting the 
fabric to take its full share of wear 
and allowing the cork to retain its 
full frictional value. 

“Kork-Tred” lining, it is claimed, 
eliminates all the troubles common to 
many linings which become smooth 
and slippery with wear, and the cork 
disks will not break loose from the 
fabric. This new lining retails at 
$2.50 per set. Illustrated literature 
and trade prices will be furnished to 
dealers upon request. 


‘*PDuo-Cord’’ Tires 


The Double Fabric Tire Company, 
Auburn, Ind., is making the Rib-Grip 
“Duo-Cord” tire, which is considered 
an ideal non-skid tire for all year 
round universal use. It retains the 
easy-riding, road-holding, long-wear 











“Duo-Cord” rib-grip non-skid tise 


qualities with the added traction and 
friction hold of underlying cross mem- 
bers. A very attractive catalog, cov- 






ering this company’s extensive line of 
tires, inner tubes and tire accessories 
will be sent to dealers upon request. 


‘*Red Wonder’’ Pump 


The Sidel-Rattner Mfg. Co., 32-36 
Broadway, Brooklyn, N. Y., has mar- 
keted the “Red Wonder” single acting 





“Red Wonder” single-cylinder pump 


and single cylinder pump embodying 
many good features. 

The cylinder is made of heavy gage 
steel threaded with a foot base of 
heavy construction. The valve is of 
solid brass, equipped with an inde- 
structible flexible seat, making it dirt 
proof and air proof. The piston is 
provided with a chemically treated 
cup leather, utilizing every ounce of 
air and reducing friction to a mini- 
mum. The plunger rod is made of 
7/16-in. cold rolled steel, will not rust 
and cannot strike bottom. The handle 
is made of hardwood, and the hose, 
which is extra long, is made of the 
best quality flexible rubber. The 
pump has a distinctive finish, the 
cylinder and base being thoroughly 
japanned and baked in a glossy red. 
The handle is enameled black and the 
fittings are of solid brass. 

The company is also manufacturing 
the “Wonder Minute” grease and oil 
run, designed to meet the requirements 
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‘Wonder, Minute” grease and oil gun 


of the motorist and the repair shop. 
It handles the heaviest grease and 
lightest oil with equal facility. 

The gun is made of two steel tubes 
telescoping into each other, and se+ 
cured by the company’s own original 
tapered grip, which locks the shell to 
the container firmly with a single mo- 
tion. It avoids creeping threads and 
also soiled hands. 

The long, narrow barrel of the gun 
enables the user to draw and dis- 
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charge the heaviest grease without 
the aid of a paddle or threaded 
plunger rod, with considerable rapid- 
ity and ease. Illustrated literature 
and pricés will be submitted to the 
trade upon request. 


U.S. E. Spring Buffer 


Universal Shock Eliminator (Co,, 
Inc., 4-6 West 62d St., New York City, 
is featuring the U. S. E. spring col- 
lision buffer designed with an inner 
ring of hardened and tempered spring 
steel, supporting the front bar at its 
weakest point and offering maximum 
resistance during collision. This in- 
ner ring, in addition to multiplying 
strength at a point where support is 





U. S. EB. spring collision buffer 


needed, carries the weight of the front 
bar at its center, which in turn mini- 
mizes strain on side brackets, elimi- 
nating any possibility of vibration and 
noise. 

The front bar is furnished in the 
best quality nickel plating or black 
enamel with inner bar and brackets 
in black. The buffer retails for $15. 
Illustrated literature will be sent to 
dealers upon request. 


‘* Da-cote ’’ Automobile 
Enamels 


The Murphy Varnish Company, 
Newark, N. J., is sending out some 
very interesting literature regarding 
its line of “Da-cote” automobile 
enamels, which can be applied by the 
motor car owner. 

“Da-cote” is a high quality product 
which retains its luster a long time 
and does not fade. One coat will make 
a perfect job when the original color 
is not to be changed, but merely 
When an entirely new 
color is desired two coats suffice. / 
quart of “Da-cote” will cover the ordi- 
nary small touring car, such as 4 
Ford, Dodge or Overland. The enamel 
is ready for immediate use. It flows 
out evenly, obliterating all brush 
marks, and is considered valuable for 
covering slight cracks occasioned by 
bent fenders. The enamel dries with- 
in twenty-four hours. It is also W 
adapted for canoes, bicycles, buggies: 
porch furniture, or any similar object 
requiring extra weather resisting dur- 
ability. It dries with a sparkling 
gloss effect. 














